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EXECUTIVE SUMMARY 
 
The need for successful management of a guest house in the increasingly 
competitive hospitality industry in South Africa, compels guest house owners to 
understand their customers’ needs and deliver service of acceptable quality.  
 
The objective of the research is to find out what business travellers expect from a 
guest house and how these expectations compare with the perceptions of guest 
house owners in Port Elizabeth. Conclusions drawn from this research would 
also benefit guest house owners in other parts of the country. 
 
A literature review was conducted to provide an understanding of the nature of 
service and the role “evidence of service” can play in the perception of quality. 
The empirical study aimed at comparing business travellers’ expectations of 
guest house service with guest house owners’ perceptions of their guests’ 
expectations. 
 
The empirical findings showed that business travellers deemed secure parking 
and professionalism of staff as the most important attributes, while guest house 
owners thought it would be friendliness of front desk staff and efficient handling 
of complaints. Moreover, both groups indicated that cleanliness of rooms and 
services performed by staff adequately the first time, were of particular 
importance. It was also found that the importance rating of the different service 
 
dimensions were not significantly influenced by the business travellers’ gender, 
managerial position, nights of stay or by the guest house grading. 
 
The study proposes that guest house owners continue to focus on strategies for 
training and developing competent employees, simplify the steps of service 
delivery and improve on the standards of the servcie to ensure that business 
facilities are in line with the expectations of business travellers. 
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CHAPTER 1 
 
RATIONALE AND RESEARCH DESIGN 
 
1.1 BACKGROUND AND RATIONALE 
 
Port Elizabeth, set along the shores of Algoa Bay and located on the south 
eastern coast of Africa, is a major tourist destination. The city offers a unique mix 
of attractions as a holiday and business destination with a rich diversity: scenic 
nature trails and wildlife experiences, long golden beaches, historic heritage; a 
unique coastal climate and good conference facilities (Welcome to the friendly 
city no date:   1). These attractions give rise to a flourishing hospitality industry. 
 
Hospitality means “to receive as a guest”, implying a host that is prepared to 
meet “the guest’s basic requirements while that guest is away from home” 
(Dittmer & Griffin 1997:5). The basic requirements of a guest are food, beverages 
and shelter. There are two major segments in the hospitality industry, namely 
food and beverages on the one hand, and lodging on the other (Dittmer & Griffin 
1997:7). 
 
One form of lodging is provided by hotels. In the United Kingdom (UK) the 
railways provided the opportunities to boost the growth of hotels and the modern 
hospitality industry (Jones 1996:4). By 1902 there were 70 major hotels in the UK 
owned and controlled by large companies. These hotels were mostly located 
near the main railway stations. The success of these hotels stimulated “hotel 
building by other companies in city centres and at seaside resorts” (Jones 
1996:4). 
 
Although many hotels in the UK differed with respect to quality and price, they 
provided products and services for the whole market. Nowadays, however, 
lodging not only has to adapt to changing patterns of transportation and 
destination, but also to the various specialised needs of travellers, thus requiring 
distinctly different products for different market segments. Traditional hotels now 
also have to compete with motels, guest houses, and bed and breakfast facilities 
(Dittmer & Griffin 1997:10-11; Powers & Barrows 1999:236). 
 
Although the hotel is still the most important type of lodging in South Africa, the 
guest house industry is a fast-growing segment of the hospitality industry 
(Henning 2004:v). Guest houses are usually smaller than the average hotel and 
only have a limited number of rooms, often in people’s homes. Guest house 
accommodation is often cheaper than that of hotels and is offered on a 
bed-and-breakfast or room-only basis. The rooms are typically basic but pleasant 
and homely. Some rooms may have television and tea- and coffee-making 
facilities (Canwell & Sutherland 2003:63). 
 
A guest house offers an opportunity for more entrepreneurs to participate in the 
tourism industry. Henning (2004:v), however, maintains that many guest house 
owners and managers in South Africa are not formally trained in hospitality 
management. Thus, there is “a need for practical information on managing a 
guest house” in a “professional, effective and profitable manner” (Henning 
2004:v). 
 
According to Henning (2004:73), effective marketing is a primary management 
requirement. An important aim of marketing is to get guests to come back 
repeatedly and not to stay for only one night. To ensure the return of guests, 
marketers should identify the customers and their needs. The latter, together with 
the expectations of customers, are critical to assessing service quality 
(Woodruffe 1995:104). 
 
The customer’s overall judgement of service quality can depend on the service 
delivery process and its outcome. According to Kurtz and Clow (1998:22-23), the 
outcome refers to the customers’ experience of the process. This can be 
technical (what service was provided) or functional (how the service was 
provided). The outcome is compared with the customers’ own expectations and 
desired benefits. This leads to the idea of perceived service quality (Grönroos 
2000:61).  
 
It is very important for services marketing management to understand how 
customers define quality of service, or how they assess their satisfaction in a 
particular service (Woodruffe 1995:106). The literature indicates that consumers 
make these decisions using a number of key criteria. These criteria include 
people, process and physical evidence and are called the extended services 
marketing mix (Woodruffe 1995:106). The criteria used to judge service quality 
can be broadly categorised as shown in Table 1.1. 
 
TABLE 1.1 
FACTORS RELATED TO THE EXTENDED SERVICES MARKETING MIX 
 
People Process Physical evidence 
Credibility 
Professionalism 
Efficiency 
Courtesy 
Timekeeping 
Dependability 
Trusted performance 
levels 
Appearance of tangible 
aspects of the service 
Approachability 
Accessibility 
Good communications 
Promptness 
Efficiency 
 
Physical surroundings 
Smartness 
 
Identifying 
customers’ needs 
Understanding 
customers’ needs 
  
 
Source: Woodruffe (1995:106) 
 
Quality gaps arise from differences between customers’ expectations and 
management perceptions of customers’ expectations (Wei, Ruys & Muller 
1999:201). Shortfalls in service quality can also occur when managers fail to 
meet expectations by not controlling the variability such as performance of 
service delivery personnel (Teare 1998:90).  
Consumers’ judgement of quality may differ depending on the type of consumer. 
This would mean that business travellers are expected to have expectations that 
differ from those of leisure travellers. Weaver and Oh (1993:17) suggest that 
there is an ignorance of the importance of business travellers because there are 
fewer business travellers than leisure travellers in the lodging market at any one 
time. Although business travellers may be fewer in numbers, their intensity of use 
of accommodation is much higher than for leisure travellers. If marketers are able 
to identify the characteristics of the business traveller market, they can provide 
the appropriate product to meet their needs and thus increase occupancy 
(Lockyer 2002:294). 
 
Knowing what goods and services business travellers want may be difficult, but 
keeping in touch with this information is essential for a maturing and increasingly 
competitive industry such as lodging. Lockyer (2002:297) for example, found that 
there are differences in the expectations of males and females with respect to 
their accommodation. It would be beneficial to guest house owners to be aware 
of such differences, as this could assist them in catering for the exact needs of 
the respective groups. 
 
Relatively little research has been done on the guest house industry in Port 
Elizabeth, especially when considering business travellers as a target market, or 
focusing on guest house owners’ perceptions of this market’s expectations. The 
research question that arose was: 
 
What do business travellers expect from a guest house and how do these 
expectations compare with the perceptions of guest house owners? 
 
1.2 PROBLEM STATEMENT AND SUB-PROBLEMS 
 
The aim of the study was to assess the relative importance of selected generic 
elements of service provided by guest houses, as perceived by business 
travellers and owners. Such an assessment was expected to indicate whether 
guest house owners understand what their customers need. Sub-problems that 
had to be addressed were to determine: 
 
l  the level of importance business travellers attach to selected elements of 
guest house service; 
l  how guest house owners think business travellers would assess the relative 
importance of these elements; and 
l  whether there were similarities or differences of perceptions held by business 
travellers and guest house owners, that is, whether a gap exists. 
 
1.3 OBJECTIVES TO BE ACHIEVED 
 
In an attempt to address the research question and problems, the objectives of 
the research were to: 
  
l  study the literature on services marketing to provide an understanding of the 
nature of services, what constitutes quality and how consumers’ expectations 
can influence their perception of the service; 
l  study the literature to determine if there are elements of the service 
encounter that can serve as more tangible evidence of the service and can 
help in the evaluation of quality; 
l  use the theoretical framework resulting from the literature study as a basis for 
the empirical investigation into the importance business travellers attach to 
the elements of service; 
l  determine whether guest house owners know what is important to their 
guests; 
l  determine whether a gap exists between the expectations of business 
travellers and guest house owners’ perceptions of these expectations; and 
l  make recommendations to guest house owners in Port Elizabeth to better 
match the expectations of business travellers. 
 
1.4 SIGNIFICANCE OF THE RESEARCH 
 
The planned research was important for the following reasons: 
 
l  The guest house industry is a fast-growing segment of the hospitality industry 
in South Africa; 
l  Little research has been done comparing the expectations of business 
travellers as guest house guests with the perceptions of guest house owners; 
l  A better understanding of a gap, if any, between the expectations of guests 
and the perceptions of guest house owners can help the latter to more 
effectively target business travellers; 
l  Guest houses with a reputation for consistent high quality service can sustain 
an enviable competitive advantage in the service marketplace; 
l  Satisfying customers costs far less than providing remedies when services 
fail to meet the customers’ required standard; and 
l  Better quality services can attract premium prices. Consumers are generally 
prepared to pay a higher price for services that fulfil their expectation criteria. 
 
This study was expected to contribute to the guest house industry literature. 
Furthermore, it was deemed to assist guest house owners to better address the 
needs of business travellers as a specialised target market. 
 
1.5 RESEARCH METHODOLOGY 
 
A literature study of books, journals, the Internet and electronic databases (such 
as EBSCOHost and Emerald) was conducted to provide a conceptual 
framework for the study. 
 
The empirical study consisted of various phases. In-depth interviews were 
conducted with three owners of guest houses to determine the issues they deem 
important to guests when judging service. This, together with the literature study, 
served as a basis for the questionnaire. 
A self-administered questionnaire, consisting of Likert-scale type questions and 
open questions, was then distributed to a convenience sample of a further 50 
guest house owners and 300 business travellers located in Port Elizabeth. 
 
The research methodology is discussed in more detail in Chapter 5 which 
focuses on the nature of the research, the use of data sources, data collection 
methods and techniques used, questionnaire design and methods of data 
analysis. 
 
1.6 DELIMITATION OF THE STUDY 
 
To make the study manageable, the research focused only on Port Elizabeth, 
South Africa. The lodging industry of Port Elizabeth is developing rapidly. It 
includes numerous hotels, lodges, guest houses, and bed and breakfast facilities. 
There is no reason to believe that the views of guest house owners or consumers 
in Port Elizabeth differs significantly from those in other parts of the country. 
 
1.7 DEFINITION OF CONCEPTS 
 
Different interpretations of the term “guest house” exist. For the purposes of the 
current study, the definition by the Tourism Grading Council and the KwaZulu 
Natal Tourism Authority is used, namely that “a guest house is either a converted 
house, manor or other building adapted to accommodate overnight guests, or it 
may be a purpose-built facility”, with public areas, which are for the exclusive use 
of guests (Henning 2004:39). A guest house is a commercial accommodation 
establishment offering four to 16 bedrooms and is often owner-managed. 
“Breakfast and dinner are made available to guests, particularly where the latter 
is not readily available in the vicinity” of the guest house (Henning 2004:39). For 
the purposes of this study no differentiation is made between guest house 
owners and managers. The term “guest house owner” is used to denote both 
owners and managers. 
 
A “business traveller” is described as “a traveller whose expenses are paid by the 
business he/she works for” (Worldweb dictionary no date: ¶1). 
 
An “attribute” is defined as a “quality or characteristic inherent in or ascribed to 
something” (Dictionary no date: ¶1). 
 
1.8 REVIEW OF RELATED LITERATURE 
 
Few studies dealing specifically with the research question within the South 
African guest house industry could be traced via database searches, such as 
Emerald and EBSCOHost. Wei et al (1999), however, analysed the gap in the 
perceptions by marketing managers and older people in Australia regarding 
seven attributes of hotels. These attributes included price, location, facilities, 
hotel restaurant, room furnishings, front-desk efficiency and staff attitude. The 
findings showed that guests and marketing managers regarded front-desk 
 
efficiency and staff attitude as a relatively low priority, but regarded facilities and 
room furnishings as important attributes. 
 
A comparative study undertaken by Lockyer (2002) compared the perceptions of 
accommodation managers and the expectations of business guests with regard 
to hotel selection. Both groups indicated that the cleanliness of the hotel was the 
most significant factor influencing accommodation selection. The research also 
revealed that there were significant differences in the perceived importance of 
bathroom and shower quality, standard of bedroom maintenance, comfort of the 
mattress and pillow, courteous, polite, well-mannered staff, enthusiasm and 
commitment of staff and efficiency of front desk staff. These findings indicated a 
lack of understanding by management. 
 
Much research has been done on services marketing. Woodruffe (1995) provides 
a comprehensive overview of the development of service marketing theory and 
management, such as service quality, customer care, internal marketing and 
relationship marketing, as well as the services marketing mix. He also describes 
the design of an appropriately tailored services marketing mix to serve each of 
the selected target market segments, involving seven elements (the traditional 
four P’s and extended three P’s) namely, product, price, promotion, place, people, 
process and physical evidence. Each of these elements needs to be addressed 
to ensure a successful marketing programme within any service organisation. 
 As no studies could be found that focused on the importance of selected guest 
house attributes by means of a comparison of the views of guest house owners 
and business travellers in Port Elizabeth, the current research is expected to fill 
an important gap.  
 
1.9 CHAPTER OUTLINE 
 
The dissertation is divided into six chapters. Chapter 1 provided details on the 
rationale for the study, the objectives to be achieved and the research design. 
 
Chapter 2 focuses on quality and consumers’ perceptions and expectations of 
service, while Chapter 3 deals with the key criteria, namely people, process and 
physical evidence used by consumers to judge service. 
 
Chapter 4 provides a description of the research methodology, the use of data 
sources, data collection methods and techniques used, as well as questionnaire 
design and data analysis. Chapter 5 presents the major findings resulting from 
the empirical study. 
 
Chapter 6 consists of a synopsis of the study, lists the conclusions based on both 
the literature and empirical findings and concludes with recommendations based 
on these conclusions. 
 
 CHAPTER 2 
 
CONSUMERS’ PERCEPTIONS AND EXPECTATIONS 
OF SERVICE AND QUALITY 
 
2.1 INTRODUCTION 
 
Providing quality service is important in “creating value for customers and in turn, 
for generating value to the service provider. Success in getting the customer to 
realize and recognise the value of the service” provided is a challenge for the 
marketing professional (Groth & Dye 1999:274). 
 
Effective marketing establishes a relationship between the provider and the 
customer. This provider-customer service relationship primarily depends on 
identifying customer needs and expectations relative to the service offer 
(Zeithaml & Bitner 2000:30). Service providers need to close the perceived 
service quality gap between customers’ expectations and perceptions. To better 
understand the perceived service quality gap, this chapter provides a definition of 
service and quality, as well as a description of the basic gap model of service 
quality. 
 
In subsequent sections of the chapter, two levels of customer expectations (the 
zone of tolerance and factors that influence customer expectations and 
 perceptions of service) are discussed, followed by an overview of quality and 
satisfaction based on customers’ perceptions of service. 
 
2.2 DEFINITION OF SERVICES AND QUALITY 
 
Zeithaml and Bitner (2000:2) mention that services are different from goods. 
There is thus also a difference with respect to managing a service business and 
a manufacturing concern. Zeithaml and Bitner (2000:2) define services as deeds, 
processes and performances. Grönroos (2000:47) contends that “a service is 
intangible and heterogeneous, its production, distribution and consumption 
simultaneous, it cannot be kept in stock” and lacks transfer of ownership. A 
service is thus an activity or a process in which customers participate. 
 
According to Juwaheer (2004:351) quality within the context of a service 
organization, is a measure of the extent to which the service delivered meets the 
customer’s expectations. The unique characteristics of services, namely 
intangibility, inseparability, perishability and heterogeneity, have an impact on the 
management of service quality (Baron & Harris 2003:19-22; Gilmore 2003:10-11; 
McColl-Kennedy 2003:6-9; Schneider & White 2004:6-9; Woodruffe 1995:19). 
These characteristics are discussed below. 
 
 
 
 2.2.1 Intangibility  
 
Many services are essentially intangible. As a result it is difficult for the producer 
to describe the service and for the consumer to measure service quality. The 
consumer cannot see, feel, hear, smell or touch the product before it is 
purchased (Kurtz & Clow 1998:10; Woodruffe 1995:19). Therefore, the consumer 
often looks for signs of quality to evaluate the service, such as word of mouth 
reports, reputation of the supplier, accessibility, communication and tangibles 
(Kurtz & Clow 1998:11; McColl-Kennedy 2003:6). Service organisations need to 
deliver their promises adequately the first time. Moreover, service organisations 
should ensure that frontline staff and physical facilities give an indication of 
quality to fulfil the functions of both production and marketing (Ghobadian, 
Speller & Jones 1994:45). 
 
2.2.2 Inseparability 
 
Performing the service production and consumption cannot be separated. In 
other words, services are produced by organisations and consumed by 
customers at the same time (Kurtz & Clow 1998:12). This means that service 
organisations are unable to check mistakes or quality shortfalls of service prior to 
delivery to the customers (Schneider & White 2004:7). Moreover, Ghobadian et 
al (1994:45) hold that the involvement of the consumer in the delivery process 
influences both the consumer and others in the assessment of the quality of 
service. This interaction is difficult for management to control. 
2.2.3 Perishability 
 
Services are perishable and cannot be stored to sell at a later time (Baron & 
Harris 2003:21). This means that it is not possible to do a final quality check 
before it is sold. The service provider therefore needs to offer the service 
correctly the first time every time (Ghobadian et al 1994:45). 
 
2.2.4 Heterogeneity 
 
It is often difficult to repeat a service consistently and exactly. Ghobadian et al 
(1994:45-46) contend that a number of factors can affect the extent of the 
heterogeneity of service provisions. Firstly, consumers and service providers 
form part of the service offering. Human behaviour in the delivery process can 
result in diversity of service perfomance. Therefore, the service delivered by 
organisations may be different from what each consumer receives. Secondly, 
service providers perform the service by means of how consumers express their 
needs. The accuracy of the information given by the consumer and the service 
provider’s ability of interpreting this information have a significant influence on 
the consumers’ perceptions of service quality. Thirdly, consumers’ expectations 
may vary in the use of service and change during the delivery of the service. 
 
The variability of service from one time to another and from consumer to 
consumer makes quality assurance and control more difficult. Service providers 
have to rely on the competence and ability of their staff to understand the 
customers’ requirements and offer the appropriate service (Kurtz & Clow 
1998:14). 
 
The characteristics of service as discussed above point to the importance of 
understanding service quality and the possible differences or gaps between 
expectations and perceptions. One model used to aid in the understanding of 
such a gap is discussed in the next section. 
 
2.3 GAP MODEL OF SERVICE QUALITY 
 
McColl-Kennedy (2003:74) states that “service quality is the result of an 
evaluation process in which customers compare their perceptions of the service 
with their expectations”. Quality gaps could occur when a shortfall arises 
between the customer’s expectations and the perceptions of the service actually 
delivered. 
 
Grönroos (2000:101), Kurtz and Clow (1998:111), McColl-Kennedy (2003:82), 
Tsang and Qu (2000:318) and Zeithaml and Bitner (2000:26) all comment on a 
gap analysis model, which can be used for analysing quality problems and for 
helping managers understand how service quality can be improved. The model 
which is illustrated in Figure 2.1 has been adapted to the delivery of service by 
guest houses. 
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As shown in Figure 2.1, the model focuses on the identification of the key 
components of service quality management and delivery and customer 
expectations and perceptions. Although the overall gap can be influenced by four 
different gaps that can occur between customers’ and managers’ perceptions of 
service quality, the basic premise of the model is that a gap often exists between 
customer expectations and perceptions and the actual delivery of the service, 
resulting in a perceived service quality gap. 
 
The next section elaborates on customer expectations of service quality 
comprising two levels of expectations and the zone of tolerance. The factors that 
influence customer expectations of service quality will also be described.  
 
2.4 CONSUMER EXPECTATIONS OF SERVICE 
 
Customer expectations are beliefs about a service that serve as standards 
against which service performance is judged. In other words, expectations help 
customers predict what should happen rather than what might happen (Teare 
1998:89; Zeithaml & Bitner 2000:48).  
 
Integrating expectations and satisfaction suggests that consumer evaluations 
may be based on combined expectation standards. It is within this 
multi-expectation standard perspective that Zeithaml, Berry and Parasuraman (in 
Walker & Baker 2000:413) propose that consumers use a combination of 
expectation types to guide service quality judgments. Expectations are formed on 
two levels – desired and adequate service. Between these two service quality 
expectation levels is a zone of tolerance, as shown in Figure 2.2. These concepts 
are explained in more detail in the next section. 
FIGURE 2.2 
CONCEPTUAL MODEL OF EXPECTATIONS IN EVALUATION OF SERVICES 
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2.4.1 Levels of service expectations 
 
Desired service represents “the level of service a consumer hopes to receive, a 
blend of what a consumer believes can be and should be offered” (Walker & 
Baker 2000:414). Adequate service relates to what consumers regard as an 
acceptable level of performance (Parasuraman, Zeithaml & Berry 1994:202). 
These two levels of expected service set the upper and lower boundaries of a 
customer’s expectation. Customers thus assess service quality based on the 
standards of what they desire and what they deem acceptable. 
 
 2.4.2 The zone of tolerance 
 
Because of the nature of heterogeneity, services may vary “across providers, 
across employees from the same provider and even within the same service 
employees” (Zeithaml & Bitner 2000:51). “The extent to which consumers 
recognize and are willing to accept heterogeneity in the provided service” is 
called the zone of tolerance (Zeithaml et al in Walker & Baker 2000:414). This 
tolerance zone represents the difference between desired service and the level 
of service considered adequate. 
 
The zone of tolerance is the range of service performance that leads to 
customers’ satisfaction or dissatisfaction (Johnston 1995:47). When service falls 
outside the range, the service gets the customer’s attention in either a positive or 
negative way. If service drops below adequate service (the minimum level 
considered acceptable), customers are dissatisfied. If service performance 
exceeds desired service, customers are expected to be pleased and even 
surprised. 
 
2.4.3 Factors that influence customer expectations of service 
 
Zeithaml and Bitner (2000:55-57) identify a number of factors that influence 
customers’ perceptions of desired and adequate service. These factors are 
summarised in Figure 2.3 and explained below. 
 2.4.3.1 Factors that influence desired service expectations 
 
As shown in Figure 2.3, the expectations of desired service are influenced by 
personal needs and enduring service intensifiers (Zeithaml & Bitner 2000:55-56).  
 
FIGURE 2.3 
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a) Personal needs 
 
Personal needs shape the level of desired service. These needs can be physical, 
social, psychological or functional (Zeithaml & Bitner 2000:56). For example, a 
customer with high social needs may have relatively high expectations of a 
hotel’s ancillary services and hope that the hotel has a bar with live music and 
dancing. Another example is the guest who has to make use of a wheelchair and 
may expect the facilities offered by the guest house to be accessible to the 
handicapped. 
 
b) Enduring service intensifiers 
 
Enduring service intensifiers are “individual, stable factors that lead the customer 
to a heightened sensitivity to service” (Zeithaml & Bitner 2000:56). The two most 
important service intensifiers are derived service expectations and personal 
service philosophy (Zeithaml & Bitner 2000:56). Derived service expectations 
occur when customer expectations are driven by another person or group of 
people, such as a parent choosing a vacation for the family, a spouse selecting a 
home-cleaning service, or a secretary selecting a guest house on behalf of her 
superior. These customers’ individual expectations are intensified because they 
are derived from others who will receive the service. 
 
Zeithaml and Bitner (2000:56) describe personal service philosophy as the 
customer’s attitude about the meaning of service and the performance by service 
providers. Generally, customers who are or have been in the service business 
seem to have especially strong service philosophies and enhanced service 
expectations (Zeithaml & Bitner 2000:57). 
 
2.4.3.2 Factors that influence adequate service expectations 
 
A different set of determinants affect adequate service. These factors, which 
include transitory service intensifiers, perceived service alternatives, customer 
self-perceived service role, situational factors and predicted service (Zeithaml & 
Bitner 2000:57-60) were shown in Figure 2.3. 
 
a) Transitory service intensifiers 
 
Zeithaml and Bitner (2000:57) regard transitory service intensifiers as temporary 
and individual factors that make a customer more aware of the need for service. 
Examples are personal emergency situations in which a service is urgently 
needed, such as a car accident, which raises the level of adequate service 
expectation, particularly the level of responsiveness required and considered 
acceptable. In addition, customers’ expectations can be intensified by problems 
in the initial service delivery. It is therefore very important that a service is 
performed adequately at the first attempt (Zeithaml & Bitner 2000:58). 
 
  
b) Perceived service alternatives 
 
Perceived service alternatives include other providers who can provide a similar 
service (Zeithaml & Bitner 2000:58). If customers have multiple service providers 
to choose from, such as a variety of guest houses and hotels or if they can 
provide the service for themselves, such as lawn care, “their levels of adequate 
service are higher than those of customers who believe it is not possible to get 
better service elsewhere” (Zeithaml & Bitner 2000:58). 
 
c) The customer’s self-perceived service role 
 
A third factor affecting the level of adequate service is the customer’s 
self-perceived service role, which is defined as “the customer’s perceptions of 
the degree to which he/she exerts an influence on the level of service” received 
(Zeithaml & Bitner 2000:58). Customers’ expectations are thus partly shaped by 
the level of their own roles performed in service delivery. One such role of the 
customer is specifying the level of service expected. Another role of the customer 
is complaining when service is poor (Zeithaml & Bitner 2000:59). 
 
d) Situational factors 
 
Levels of adequate service are also influenced by situational factors, defined as 
service performance conditions beyond the service provider’s control 
(Parasuraman 2004:48). For example, guests may accept that in case of a power 
failure at a guest house, there may be a temporary lack of hot water in the 
shower. 
 
e) Predicted service 
 
Predicted service is the final factor influencing adequate service. Predicted 
service represents the level of service that customers expect to occur (Walker & 
Baker 2000:411). Predicted service deals with the customer’s assessment of the 
likelihood of an anticipated service event (Coye 2004:56). If customers predict 
good service, their levels of adequate service are likely to be higher than if they 
predict poor service. 
 
2.4.3.3 Factors that influence both desired and predicted service expectations 
 
According to Zeithaml and Bitner (2000:61), when consumers are interested in 
purchasing services, they are likely to get the “information from several different 
sources such as a friend, newspaper advertisements and watching television”. In 
addition to external information, consumers may recall the information held in 
memory about the service. Factors that influence both desired service and 
predicted service include explicit service promises, implicit service promises, 
word-of-mouth communications and past experience (Zeithaml & Bitner 
2000:61-63). 
  
a) Explicit service promises 
 
Explicit service promises are the statements about the service made by the 
organisation to customers (Walker & Baker 2000:412). The statements are made 
by staff, advertising, brochures and other written publications (Zeithaml & Bitner 
2000:61). 
 
b) Implicit service promises 
 
Implicit service promises are the cues of quality that lead to inferences about 
what the service should and would be like (Bebko 2000:21). These quality cues 
are dominated by price and the tangibles associated with the service (Ugboma, 
Ibe & Ogwude 2004:488). The higher the price and the more impressive the 
tangibles, the more a customer expects from the service. 
 
c) Word-of-mouth communication 
 
Word-of-mouth communication is an important source of information used by 
customers in forming expectations of both predicted and desired service 
(Zeithaml & Bitner 2000:62). Such information can be obtained by 
communicating with other customers, friends and experts. 
 
  
d) Past experience 
 
The customer’s previous exposure to the focal service also shapes predictions 
and desires (Zeithaml & Bitner 2000:62). For example, a guest may compare 
each stay at a particular guest house with all previous stays at other guest 
houses. There appears to be a strong effect from the past onto the present 
experience. 
 
2.5 CONSUMERS’ PERCEPTIONS OF SERVICE 
 
Zeithaml and Bitner (2000:27) describe customer perceptions as the “subjective 
assessments of actual service experiences”. This refers to how customers 
perceive services, how they assess the quality of received service, are satisfied 
and whether they have received good value. Therefore, customer perceptions of 
service are also defined as customer perceptions of quality, satisfaction and 
value. The interrelationship between these concepts is shown in Figure 2.4. 
 
Figure 2.4 shows that customer perceptions of service encompass service 
quality, customer satisfaction and value. Moreover, Figure 2.4 illustrates the 
primary factors influencing customer perceptions of service. These three 
elements and four factors are discussed below. 
 
  
FIGURE 2.4 
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2.5.1 Service quality 
 
Parasuraman, Zeithaml and Berry (1988:15) state that service quality is an 
overall evaluation of an entity’s excellence or superiority and that this judgment 
or evaluation is similar to attitude and related to, but not equivalent to, 
satisfaction. Chen (1998:117) suggests that service quality is a function of the 
gap between a customer’s expectations and the perceived service. 
 Furthermore, Parasuraman, Zeithaml and Berry (1985:47) propose 10 
dimensions for evaluating service quality: reliability, responsiveness, 
competency, access, courtesy, communication, credibility, security, 
understanding, and tangibles. Subsequently, these 10 dimensions were 
simplified into five factors: reliability, responsiveness, assurance, empathy and 
tangibles (Baron & Harris 2003:139; Grönroos 2000:74-75; Juwaheer & Ross 
2003:107; Kurtz & Clow 1998:102; McColl-Kennedy 2003:85-86; Schneider & 
White 2004:32; Zeithaml & Bitner 2000:82-85). 
 
2.5.1.1 Reliability 
 
Reliability refers to the “ability to perform the promised service dependably, 
accurately” and consistently (Zeithaml & Bitner 2000:82). This means that the 
organization keeps its promises to the customers over a period of time (Grönroos 
2000:74; Schneider & White 2004:32). 
 
2.5.1.2 Responsiveness 
 
Responsiveness represents prompt service and the provider’s willingness to help 
customers. It also involves speed and flexibility in dealing with customer requests, 
questions, complaints and problems (McColl-Kennedy 2003:85). 
 
 
 2.5.1.3 Assurance 
 
Assurance refers to the knowledge and courtesy of employees and their ability to 
inspire trust and confidence (Kurtz & Clow 1998:102). It means that the 
employees are always courteous and have the necessary knowledge to respond 
to customers’ questions. Assurance thus means that employees can be confident 
to make customers feel secure (Grönroos 2000:74). 
 
2.5.1.4 Empathy 
 
Empathy is demonstrated by giving caring, special attention to customers (Baron 
& Harris 2003:139). This means that service providers should understand 
customers’ needs and give customers personal attention so that they feel 
understood by and important to the organisation (Zeithaml & Bitner 2000:85). 
 
2.5.1.5 Tangibles 
 
Tangibles are related to the appearance of physical facilities, equipment, 
personnel and presence of customers (Juwaheer & Ross 2003:107). All of these 
provide physical evidence of the service conveying functional and symbolic 
meaning to help customers evaluate quality. 
 
Lassar, Manolis and Winsor (2000:244) propose that two of the most commonly 
accepted perspectives on service quality include the five dimensions of service 
quality as discussed above as well as the technical and functional quality. 
According to Bowen (1997:337), technical quality refers to what is provided in 
each service encounter. For example, technical quality relates to the room in the 
guest house, the meal in the restaurant and the car from the rental agency. 
Functional quality refers to how the service or product is provided. It comprises 
the care and manners of the personnel in the process of service delivery. For 
example, a guest makes a reservation, is greeted by the owner of the guest 
house, is escorted to the front desk, checks in with the desk clerk and is escorted 
to the room. Excellent functional quality may make up for a room that does not 
quite meet expectations, but a high-quality room cannot overcome the guests’ 
previous dissatisfaction caused by poor quality service. 
 
2.5.2 Customer satisfaction 
 
The second element shown in Figure 2.4 is that of customer satisfaction. Oh and 
Parks (in Choi & Chu 2000:118) view customer satisfaction as “a complex human 
process that involves cognitive and affective processes, as well as other 
psychological and physiological influences”. Oliver (in Choi & Chu 2000:117) 
describes customer satisfaction as “an emotional response to the use of a 
product or service”. Satisfaction results if the service has met consumers’ needs 
and expectations. Failure to meet needs and expectations will result in 
dissatisfaction (Zeithaml & Bitner 2000:75). 
 
 Satisfaction thus seems to be a broader concept than service quality assessment, 
which focuses specifically on dimensions of service. With this view, perceived 
service quality is a component of customer satisfaction as shown in Figure 2.5. 
 
FIGURE 2.5 
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Figure 2.5 graphically illustrates the interrelationship between service quality and 
satisfaction. As shown, service quality is a focused evaluation that reflects the 
customer’s perception of the five specific dimensions of service discussed in 
Section 2.5.1. Satisfaction, on the other hand, is more inclusive. It is influenced 
by perceptions of service quality, product quality and price, as well as situational 
factors and personal factors. The latter two factors were discussed in Section 
2.4.3.2. For example, service quality of a guest house could be judged on 
attributes, such as whether the room is available and ready when needed 
(reliability), how responsive staff members are to customer needs 
(responsiveness/empathy), how skilled the staff are (assurance) and whether the 
building is well maintained (tangibles). Customer satisfaction with the guest 
house is a broader concept that is certainly influenced by perceptions of service 
quality but also includes perceptions of the quality of the food and the room rate. 
Personal factors could include the consumer’s emotional state and 
uncontrollable situational factors, such as weather conditions and experiences 
driving to and from the guest house. 
 
2.5.3 Value 
 
The third element forming part of the perceptions of service as shown in Figure 
2.4 is that of value. Zeithaml and Bitner (1996:124) define value as “the 
consumer’s overall assessment of the utility of a product based on perceptions of 
what is received and what is given”. 
 
Value is related to customer perceptions of benefits received compared with cost 
of money, time and effort. A customer may perceive that a guest house offers 
good quality, and may be satisfied with his/her experiences with the guest house, 
but he/she may perceive that value is not there in terms of the distance to be 
 travelled to get to the guest house or the amount charged for additional services, 
such as a laundry service. 
 
2.5.4 Factors influencing customer perceptions 
 
Figure 2.4 also contains four factors identified as influencing customer 
perceptions of service. These are image, price, service encounters or “moments 
of truth” and the evidence of service (Ugboma et al 2004:489; Zeithaml & Bitner 
1996:105-116). These form the customer’s overall perceptions of quality, 
satisfaction and value (Zeithaml & Bitner, 1996:104). 
 
2.5.4.1 Image 
 
Image represents the set of perceptions reflected by the associations held in the 
memory of the consumer (Keller 1993:3). These can be specific, for instance, 
hours of operation and ease of access or of an intangible nature, for instance, 
trustworthiness, tradition and reliability (Zeithaml & Bitner 1996:115). A 
favourable image can positively influence perceptions of quality, value and 
satisfaction (Ugboma et al 2004:489). 
 
2.5.4.2 Price 
 
Price can also influence consumer perceptions. According to Ugboma et al 
(2004:489), customers often believe that a higher price level indicates better 
quality. A lower price might cause customers to doubt the organisation’s ability to 
deliver quality service and also even doubt the actual level of service received. 
 
2.5.4.3 Service encounters or “moments of truth” 
 
Kurtz and Clow (1998:35) define the service encounter or “moment of truth” as 
the actual interaction between the customer and the service organisation. 
Grönroos (2000:72) argues that the service encounter represents the time and 
place when and where the service provider displays the quality of his services to 
the customer. Zeithaml and Bitner (2000:90-91) identify four key aspects of 
service encounters, namely recovery, adaptability, spontaneity and coping. Each 
of these aspects is briefly discussed below. 
 
l  Recovery refers to “employee response to service delivery system failures” 
(Zeithaml & Bitner 2000:90). If anything goes wrong or something 
unexpected happens, the service provider should immediately find an 
acceptable solution to handle the situation. 
l  Adaptability refers to “employee response to customer needs and requests” 
(Zeithaml & Bitner 2000:90). Customers want to feel that the service provider 
pays attention to their special needs or requests. 
l  Spontaneity is “unprompted and unsolicited employee actions” (Zeithaml & 
Bitner 2000:91). The service provider should demonstrate a willingness and 
readiness to actively approach customers and take care of their problems. 
 l  Coping refers to “employee response to problem customers” (Zeithaml & 
Bitner 2000:91). Service providers should be trained to take care of their 
duties and perform according to high standards. 
 
2.5.4.4 Evidence of service 
 
Evidence of service is the last influencing factor shown in Figure 2.4. Due to the 
intangibility of services and the simultaneity of production and consumption, 
customers look for tangible cues to help them assess the level of service. Three 
major categories of evidence as experienced by the customer have been 
identified (Ugboma et al 2004:489; Zeithaml & Bitner 2000:95) and are illustrated 
in Figure 2.6. These categories include: 
 
l  people (or staff) – how they are dressed, their personal appearance, their 
attitude and behaviour; 
l  process – whether the service is complex, bureaucratic or effective; and 
l  physical evidence – all the tangible aspects of the service such as equipment 
and the physical facility where the service is offered. 
 
As shown in Figure 2.6, the categories together provide the evidence of service 
that tangibilises the offering. Each of the categories includes a number of the 
elements that are present in every service encounter and are critically important 
in managing service encounter quality and creating customer satisfaction. These 
categories and elements are discussed in more detail in Chapter 3. 
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2.6 SUMMARY 
 
In this chapter the terms “service” and “quality” were introduced, followed by a 
description of the characteristics of a service, namely its intangibility, 
inseparability, perishability and heterogeneity. 
 
Next, desired and adequate service, the zone of tolerance associated with these 
two service quality expectation levels and factors that influence customer 
expectations of service, were described. Subsequently, the chapter elaborated 
on the customer perceptions of quality, satisfaction and value. In turn, the five 
dimensions of service quality were detailed namely reliability, responsiveness, 
 assurance, empathy and tangibles. Nine factors influencing customer satisfaction 
were discussed.  
 
Finally, the chapter concluded with three factors identified as representing the 
evidence of service, namely people, process and physical evidence. Chapter 3 
focuses on these factors in more detail. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 CHAPTER 3 
 
EVIDENCE OF SERVICE 
 
3.1 INTRODUCTION 
 
Chapter 2 discussed customer expectations and customer perceptions and their 
relationship to perceived service quality. Because services are usually produced 
and consumed simultaneously, customers are often present in the organisation, 
interact directly with the organisation’s personnel and are actually part of the 
service production process. Also, because services are intangible customers 
look for tangible cues or evidence of service to help them interpret the nature of 
the service encounter. The perception of service can be reflected by cues 
provided through people, the process and the tangible elements (physical 
evidence) forming part of the service offering. People, process and physical 
evidence are the focus of Chapter 3. 
 
3.2 PEOPLE 
 
“People” is defined as persons, such as the organisation’s staff, the customer 
and other customers in the service environment, who play a part in service 
delivery and thus influence the buyer’s perception of service quality (Zeithaml & 
Bitner 2000:19). 
 The simultaneity of production and consumption in services results in the 
organisation’s staff occupying a key position in influencing customer perceptions 
of product quality. The personnel are “part of the product and hence quality is 
inseparable from the quality of the service” provided by them (Rafiq & Ahmed 
1995:7). It is important, therefore, “to pay particular attention to employees and to 
monitor their performance” because employees tend to be variable in their 
performance, which can in turn result in variable levels of quality (Rafiq & Ahmed 
1995:7). 
 
In many service situations, customers themselves can also “influence service 
delivery, thus affecting service quality and their own satisfaction” (Zeithaml & 
Bitner 2000:20). Additionally, customers “not only influence their own service 
outcomes, but they can influence other customers as well” (Zeithaml & Bitner 
2000:20). Marketing managers therefore need strategies to manage the actions 
of the employees and those of customers. The interrelationships between staff, 
consumers and the organisation’s actions are shown in Figure 3.1. 
 
As can be seen in Figure 3.1, organisational actions with an influence on people 
include recruiting, selecting, training, motivating and rewarding employees and 
promoting teamwork among employees. Actions with an influence on customers 
include education and training. However, prior to implementing the actions aimed 
at enhancing the quality of service, it is essential for the organisation and its staff 
to understand the role and skills of service personnel and the role of customers in 
service delivery. 
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3.2.1 Service personnel 
 
The discussion in this section first considers the role of staff in service delivery. It 
thereafter contemplates the importance of their skills before focusing on actions 
that can enhance service delivery. 
3.2.1.1 The role of service personnel 
 
Customer perceptions of quality are often influenced by the actions of staff. 
Levels of satisfaction can be determined “by the way in which personnel deal 
with the specific needs and requests of customers, by the steps taken by service 
personnel in the event that some aspect of the service goes wrong and by 
service which goes beyond the customer’s expectations” (Woodruffe 1995:178). 
 
The role of the employee in service provision varies according to the situation 
and the level of interaction. The level of interaction can be determined by 
classifying the service as a support service or a customer contact service (Kurtz 
& Clow 1998:172). Therefore, service employees can be divided into two 
categories, namely support personnel and customer contact personnel. 
 
Support personnel are seldom seen by the customer. They might be the cook 
who prepares the food or the person who cleans the room. The quality of the 
technical component of the service is primarily determined by support personnel. 
Customer contact employees, on the other hand, are faced with and contacted 
by customers. Examples are the guest house manager and reception clerk. 
Customer contact employees primarily influence the functional component of 
service quality (Kurtz & Clow 1998:172-173). 
 
 
 3.2.1.2 Skills and abilities of service personnel 
 
Because customer contact employees provide a link between the organisation 
and its customers, they act as “a critical function in understanding, filtering and 
interpreting information and resources” to and from the two groups (Zeithaml & 
Bitner 2000:289). Delivery of consistent and high-quality performance by support 
staff is equally important for the success of service organisations. Therefore, the 
organisation must be aware of the importance of the skills of all its service 
personnel. 
 
Customer contact positions require a wide range of abilities. Apart from the skills 
needed to perform the actual service, these employees must also have the ability 
to interact with people (Kurtz & Clow 1998:175). Mostly, this requires good 
communication skills, which include both effective listening and conversation 
skills. 
 
Customer contact personnel also need to have empathy. Bebko (2000:11) 
describes empathy as the ability of a person to identify with the feelings or 
thoughts of others. This implies the caring and special attention to the customers. 
If customers have special requests or problems, they usually want employees to 
understand the problem from their point of view. For example, suppose Mr. 
Williams arrived in Port Elizabeth late due to a delay in his flight from 
Johannesburg. He has less than one hour to make it to an important business 
meeting. It is raining and windy. An empathetic employee will look for ways to 
speed up the check-in process so Mr. Williams can make his meeting on time 
and with as little inconvenience as possible. An unempathetic employee may feel 
that he should have left on an earlier flight and will not make any extra effort to 
help him. 
 
Customer contact personnel also need to deal with various types of personalities 
(Kurtz & Clow 1998:175). These skills are particularly important for the role of the 
guest service associate (GSAs) in hotels and other accommodation. The GSA is 
the bellman, the doorman, the front-desk clerk and the porter. Despite fewer of 
these GSAs being found in Port Elizabeth guest houses, the skills are still 
important. The manager or his representative will meet the guest at the door, 
check him/her into the guest house, pick up the key and paperwork from the 
office, and then escort him/her to the room. These and other services have to be 
provided in a competent and professional manner to customers who are soft 
spoken and considerate, but also to those who are rude and very demanding. 
 
3.2.1.3 Actions to enhance service delivery 
 
“A complex combination of actions is needed to ensure that service employees 
are willing and able to deliver quality service and stay motivated to perform” a 
customer-oriented service (Zeithaml & Bitner 2000:293). These actions are 
discussed below. 
 
 a) Recruiting and selecting staff 
 
It is important that the organisation start with the right service delivery people 
from the beginning. This implies that the attention be focused on recruiting and 
selecting service personnel (Bowen & Ford 2004:396). An organisation could use 
a variety of methods to recruit the best employees, for example by 
communicating with prospective employees through appropriate media, career 
fairs, employment agencies and using incentives to encourage current 
employees to recruit potential employees (Kuemmler & Kleiner 1996:37; 
Zeithaml & Bitner 2000:296). Once potential employees have been identified, the 
next step would be to pay particular attention to the interviewing and screening of 
the candidates (Zeithaml & Bitner 2000:296). 
 
It has been suggested that service employees need two complementary 
capacities, namely service competencies and service inclination. Both can be 
verified during the selection process. Ghobadian et al (1994:52) elaborate that 
service competencies are the skills and knowledge necessary to perform the task. 
In many cases, competencies can be validated verifying the applicant’s 
qualifications. In other cases, service competencies may not be qualification 
related, but may instead relate to basic intelligence or physical requirements. A 
front desk clerk, for example, must possess computer operation skills and the 
potential to deal with minor problems. 
 
 In terms of the multidimensional nature of service quality, service employees 
should also have a service inclination reflected in their attitudes and orientation 
toward the customers and others on the job (Zeithaml & Bitner 2000:296). This 
means that they should have service-oriented personality characteristics, such 
as helpfulness, thoughtfulness and sociability and display evidence of good 
adjustment, likability, social skills and willingness to follow rules. 
 
An ideal selection process for service employees thus assesses both service 
competencies and service inclination. Kuemmler and Kleiner (1996:38) contend 
that, depending on the nature of the job, these assessments be done using a 
variety of testing and interviewing formats and even a work simulation that allows 
employees to demonstrate how they would actually perform on the job.  
 
b) Training 
 
Once the organisation has hired the most suitable employees, it must allocate 
resources to their training so that they are confident and able to provide prompt, 
personalised and caring service (Juwaheer 2004:360) and thus enhance the 
quality of the service. 
 
Effective training programmes should be structured so as to ensure the 
instructional experience applies to the actual service delivery (Kuemmler & 
Kleiner 1996:38). “Through demonstration, a skill or technique can be visually 
grasped, thus increasing the potential for retaining the information. Video-based 
training also allows for the type of repetitive demonstration which could not be 
duplicated by a teacher or trainer” (Kuemmler & Kleiner 1996:38). Another 
effective training approach is on-the-job training provided by an experienced 
employee (Dobni, Zerbe & Ritchie 1997:441). 
 
c) Motivating and rewarding staff 
 
Some organisations spend a lot of time attracting employees and then tend to 
take them for granted, causing good employees to search for jobs elsewhere 
(Zeithaml & Bitner 2000:307). High employee turnover can be detrimental to 
customer satisfaction, employee morale and overall service quality. An 
organisation that recruits “the right people, trains and develops them to deliver 
service quality and provides the needed support” must thus also strive to retain 
the best staff (Zeithaml & Bitner 2000:307). 
 
Employees should also be made to feel that they are valued and that their needs 
are taken care of. It is thus important to determine if they are satisfied in their 
work roles and subsequently how motivated they are. For example, when 
employees realise that they could attract customers back because of their 
service and thus increase customer retention, this may change their attitude to 
deliver quality service. A financial reward for every customer they retain (Wearne 
& Morrison 1996:94) could serve as an incentive in this regard. 
 
 Employees’ need for satisfaction is important when deciding on rewards. The 
traditional approaches of rewards are higher salaries, promotions and one-time 
monetary awards or prizes linked to service performance. “Special organisational 
and team celebrations for achieving improved customer satisfaction or for 
attaining customer retention goals” (Zeithaml & Bitner 2000:310) could also be 
considered. 
 
d) Enhancing teamwork 
 
Customer satisfaction is enhanced when employees work supportively together. 
If an organisation can provide a strong, loyal and intimate team spirit in a 
pleasant and motivating environment, the team will produce top performance to 
achieve its goals (Fung 1998:368). Furthermore, employees who feel supported 
by a team are more likely to maintain their enthusiasm and provide quality 
service (Zeithaml & Bitner 2000:304). 
 
3.2.2 Customers 
 
People are not only represented by the personnel of the organisation, but also by 
its customers. Customers are often present in the environment where the service 
is produced and/or consumed, interacting with employees and with other 
customers and can thus influence perceptions of the quality of the service. 
 
 3.2.2.1 The role of customers in service delivery 
 
Since customers are present during service production, they can “contribute to or 
detract from the successful delivery of the service and their own satisfaction” 
(Zeithaml & Bitner 2000:318). Satisfaction sometimes depends on the 
customer’s mood or attitude. Therefore, customers themselves can influence 
whether the delivered service meets customer-defined specifications. 
 
Since customers could receive the service simultaneously with others or 
sometimes have to wait their turn while other customers are being served, all 
customers present in the service environment can enhance or detract from 
satisfaction and perceptions of quality (Zeithaml & Bitner 2000:321). 
 
The nature and level of customers’ participation in the service process can also 
influence perceived service quality and customer satisfaction (Kelley, Donnelley 
and Skinner in Mayer, Bowen & Moulton 2003:630). An organisation can take a 
number of actions to enhance the role of the customer. 
 
3.2.2.2 Actions to enhance the role of the customer 
 
Customers need to be educated or socialized so that they can perform their roles 
effectively. Through the socialisation process, customers can be made to 
recognise organisational values, develop responsibility, understand their 
 expectations and acquire the skills and knowledge to interact with employees 
and other customers (Zeithaml & Bitner 2000:333). 
 
Customer education programmes can be formal orientation programmes, written 
literature provided to customers, directional cues and signage in the service 
environment and learning from employees and other customers (Zeithaml & 
Bitner 2000:333). For guest houses customer education can be accomplished 
through customer orientation and signage. Generally, customers require 
environmental orientation (“Where is the dinning room?”) and functional 
orientation (“What do I do in case of a fire?”). Signage and the layout of the 
service facility can aid with environmental orientation. Functional orientation can 
take the form of rules that define customer behaviour under certain 
circumstances. 
 
3.3 PROCESS 
 
Organisations need to understand and match customers’ expectations if they 
want to deliver quality services (Zeithaml & Bitner 2000:223). In this context, 
customer service refers to those activities that occur during the interaction 
between customers and service organisations, aiming for customer satisfaction 
and operational efficiency. Customer service can thus be regarded as a process 
that consists of actual steps in delivering quality services and ultimately satisfy 
customer requirements. (Kim & Kim 2001:139) 
 “Process” refers to “the actual procedures, mechanisms and flow of activities by 
which the service is delivered” and includes the service delivery and operating 
systems (Zeithaml & Bitner 2000:20) as shown in Figure 3.2. 
 
FIGURE 3.2 
PROCESS CHARACTERISTICS 
 
Source: Adapted from Rafiq & Ahmed (1995:6) and Zeithaml & Bitner 
(2000:19) 
 
The actual delivery steps or the operational flow of the service can provide 
customers with evidence on which to judge the service. An example is the case 
of the overnight guest house stay. The guest first checks in, then goes to the 
room, receives the bags, showers, sleeps, eats breakfast and finally checks out. 
The longer the stay, the more complex the process and the more the interactions. 
 
The flow of service activities could also follow a production-line/standardised 
approach or an empowered/customised one. None of these approaches is 
inherently better or worse than the other. Rather, these process characteristics 
represent “another form of evidence used by the consumer to judge service” 
(Zeithaml & Bitner 2000:20). Organisations, therefore, have to pay attention to 
particular elements of the process. These elements include: a description of the 
service delivery process; complexity and divergence; standardisation and 
customisation (Kurtz & Clow 1998:143; Mayer et al 2003:622; McColl-Kennedy 
2003:297; Zeithaml & Bitner 2000:224-227) and are discussed below. 
 
3.3.1 Descriptions of the service delivery process 
 
According to Mayer et al (2003:627), the process of service delivery can be 
regarded as the expressive performance of a service. The elements of the 
service delivery process can vary because of the human involvement of both 
employees and customers. This is termed situational descriptors and includes 
duration, empathy, assurance and employee effort, as well as reliability and 
customer participation (Mayer et al 2003:627-630). These are discussed in more 
detail below. 
 
3.3.1.1 Duration 
 
Lovelock (in Mayer et al 2003:627) refers to the time dimension of service 
delivery as duration. Stuart and Tax (1997:110) also examine the time dimension 
and identify task times, total process times, customer contact time, throughput 
time and service wait as key aspects for service delivery. Accordingly, duration 
encompasses the total time involved before and during the service encounter. 
For example, a guest phones the front desk clerk of the guest house to reserve a 
room. Some service wait time will elapse while waiting for confirmation of the 
booking. If the wait time is excessive, the guest may phone elsewhere and the 
establishment may loose that guest altogether. 
 
3.3.1.2 Empathy, assurance and employee effort 
 
Empathy refers to “how well contact employees understand customers’ situations 
and treat them accordingly”, while assurance includes “the skills, knowledge and 
professionalism of customer contact employees” (Parasuraman et al 1988:23). 
Employee effort refers to the degree of willingness an employee shows in serving 
a customer (Yoon, Seo & Yoon 2004:398). This includes the employee’s ability to 
respond to a customer’s needs. 
 
3.3.1.3 The importance of reliability in service delivery 
 
Reliability, as one of the service quality dimensions, is “a process-oriented 
measure since it involves consistency of performance and dependability” (Mayer 
et al 2003:629). Reliability means the ability to deliver accurate service as 
promised to a customer on the first service encounter and on each subsequent 
encounter (Mayer et al 2003:629). For example, in a standard guest house 
check-in process, reliability could be reflected in the accuracy of the reservation 
and satisfying the guest’s preferences for the date, time and room type. 
3.3.1.4 Customer participation 
 
Customer participation stems from the inseparable nature of services (Yoon et al 
2004:397). In the services context, customer participation generally refers to the 
customer’s active role in the service production or delivery process (Bettencourt 
1997:385). Customer participation not only includes the customer’s own style of 
consuming the service, but also that of other customers’ present in the service 
environment. 
 
The complex nature of services leads to a complicated and extensive series of 
actions during the delivery process. However, customers often prefer and expect 
the service delivery process to be simplified so that they can receive the service 
without problems, pauses or undesired questioning by service providers 
(McColl-Kennedy 2003:297). These issues are discussed in more detail below. 
 
3.3.2 Complexity and divergence 
 
Processes may be described in terms of complexity and divergence. Complexity 
refers to the number of the steps required to perform the service (Kurtz & Clow 
1998:143). Divergence is “the degree of freedom, judgement, discretion, 
variability or situational adaptation” occurring during service delivery 
(McColl-Kennedy 2003:297). 
 
 A complex service has a large number of the steps, while a simple service has a 
small number of the steps. A highly divergent service is one in which nearly every 
performance of the process is unique resulting in a considerable amount of 
judgement, discretion and situational adaptation being required by the 
employees, because the service is customised to the preferences of the 
customers. A service of low divergence is one in which the steps are 
standardised and there is little room to accommodate individual customer needs 
(McColl-Kennedy 2003:297). 
 
3.3.3 Standardisation and customisation 
 
Customer expectations need to be translated into specific service quality 
standards. This means that the actions and behaviours to be performed can be 
standardised or routinised (Zeithaml & Bitner 2000:224). 
 
Standardization of services requires the use of hard and soft technologies to 
provide consistent service to customers. Bebko (2000:21) indicates that hard 
technologies such as replacing organization personnel with machines can help 
ensure reliability of routine actions and help free organization personnel to 
interact with customers. Soft technologies, for example using a formal method for 
handling routine actions, can also help ensure the quality performance of 
services. 
 
 3.4 PHYSICAL EVIDENCE 
 
Since services are intangible, customers often rely on tangible cues or physical 
evidence to evaluate the service before its purchase and to assess their 
satisfaction during and after its consumption. Physical evidence represents “the 
environment in which the service is delivered and where the organisation and 
customer interact” (Zeithaml & Bitner 2000:252). It includes any tangible 
components that facilitate performance or communication of the service (Rafiq & 
Ahmed 1995:7), such as brochures, letterheads, business cards, signage and 
equipment (Reimer & Kuehn 2005:786; Wakefield & Blodgett 1996:47). In some 
cases other tangibles such as invoices and appearance of the furnishings may 
be important indicators of quality. Physical evidence can help customers assess 
a service when the service is performed out of the customers’ sight 
(McColl-Kennedy 2003:12). A number of physical evidence cues are shown in 
Table 3.1. 
 
Table 3.1 includes aspects of the organisation’s physical facility (the 
servicescape), as well as other forms of tangible communication that could be 
applicable to a guest house. Elements of the servicescape that can influence 
customers include both exterior attributes (such as signage, parking and 
landscape) and interior attributes (such as design, layout, equipment and décor).  
 
 TABLE 3.1 
PHYSICAL EVIDENCE CUES 
Servicescape Other tangibles 
   Facility exterior 
      Exterior design 
      Signage 
      Parking 
      Landscape 
      Surrounding environment 
   Facility interior 
      Interior design 
      Equipment 
      Signage 
      Layout 
      Air temperature 
   Business cards 
   Stationery 
   Reports 
   Employee dress 
   Brochures 
   Internet/Web pages 
         
 
Source: Adapted from Rafiq & Ahmed (1995:6) and Zeithaml & Bitner 
(2000:253) 
 
The design of the servicescape can influence customer choices, expectations, 
satisfaction and other behaviours (Schmidt & Sapsford 1995:35). For example, 
guest house owners should know that customers are influenced by smell, décor, 
music and room/guest house layout. The design of the work environment can 
also affect employees’ productivity, motivation and satisfaction. “The challenge in 
many service environments is to design the physical space and evidence” so as 
to simultaneously “support the needs and preferences of both customers and 
employees” (Zeithaml & Bitner 2000:254). The next two sections explain the role 
played by the servicescape and some actions aimed at enhancing physical 
evidence. 
 
3.4.1 Role of the servicescape 
 
Organisations differ in terms of who the servicescape actually has an effect on. 
Customers, employees or both groups could come into the service facility and 
thus are potentially influenced by its design. “Interpersonal services are placed 
between the two extremes and represent situations where both the customer and 
the employee must be present in the servicescape” (Zeithaml & Bitner 2000:256) 
for service delivery to take place. Examples of interpersonal service 
environments are guest houses, restaurants, hospitals, educational settings and 
banks. 
 
The servicescape must be planned to simultaneously attract, satisfy and facilitate 
the behaviours of both customers and employees (Mayer et al 2003:625). It is 
thus important to understand how the servicescape affects the nature and quality 
of the social interactions between and among customers and employees 
(Zeithaml & Bitner 2000:256). The servicescape plays two roles, namely as 
“package” and as facilitator (Zeithaml & Bitner 2000:257). 
 
As package, the servicescape and other elements of physical evidence 
essentially “wrap” the service and transfer an external image to consumers of 
what is inside and evoke a particular sensory or emotional reaction (Hoffman, 
Kelley & Chung 2003:322). The servicescape is thus the outward appearance of 
the organisation and can be critical to form initial impressions or establish 
customer expectations. The packaging role is reflected in the appearance of 
contact employees by means of their uniforms or dress and other elements of 
their outward appearance (Zeithaml & Bitner 2000:257). 
 
The servicescape can also serve as a facilitator to aid the performances of 
persons in the environment (Zeithaml & Bitner 2000:257). The design of the 
servicescape can enhance or inhibit the efficient flow of activities in the service 
environment, making it easier or harder for customers and employees to fulfil 
their goals (Solomon in Hoffman et al 2003:322). “A well-designed, functional 
facility can make the service a pleasure to experience from the customer’s point 
of view and a pleasure to perform from the employee’s. On the other hand, poor 
and inefficient design may frustrate both customers and employees” (Zeithaml & 
Bitner 2000:258). 
 
3.4.2 Actions to enhance physical evidence  
 
Zeithaml and Bitner (2000:275) hold that physical evidence can play a prominent 
role in influencing service quality expectations and perceptions. For an evidence 
strategy to be effective, it must be clearly linked to the organisation’s overall 
goals and vision. 
  
The physical evidence, particularly the servicescape, requires frequent or at least 
periodic updating and modernising. Although the vision and goals of the 
organisation may not change, time necessitates change and modernization of 
buildings, décor and signage. There is clearly an element of fashion involved, 
and over time different colours, designs and styles may convey different 
messages (Zeithaml & Bitner 2000:275). 
 
A service organisation should also be concerned with conveying “a desired 
image, with sending consistent and compatible messages through all forms of 
evidence, and with providing the type of service evidence the target customers 
want and can understand” (Zeithaml & Bitner 2000:275). 
 
3.5 SUMMARY 
 
The characteristics of services often results in a process where there is an 
interaction of staff and customers. This interaction takes place within a service 
environment. Employees have to be effective in satisfying customers but also 
efficient and productive in their jobs. This can be enhanced by recruiting, training, 
motivating and rewarding staff and by promoting teamwork. 
 
Moreover, customers play an important role in service delivery and could 
influence their own satisfaction and that of other customers. The organisation 
can train, socialise and orientate customers with respect to its operations. 
 
Physical evidence is the third form of evidence of service quality. It tangibilises 
the service and helps customers evaluate the service before its purchase and to 
assess their satisfaction with the service during and after consumption. The 
elements of physical evidence include the physical facility and other tangibles, 
such as brochures and business cards. 
 
The next two chapters report on the empirical study. Chapter 4 explains the 
methods used to determine the importance of various elements constituting the 
evidence of service and a reflection of quality as discussed in Chapter 3 and 
Chapter 2. Chapter 5 reports on the findings. 
 
 
 
 
 
 
 
 
 
 
 
 
  
CHAPTER 4 
 
RESEARCH METHODOLOGY 
 
4.1 INTRODUCTION 
 
The literature study (the focus of the two previous chapters) was conducted to 
provide a conceptual framework for the empirical study. Chapter 2 defined 
service and quality and introduced the evaluation of quality. This addressed the 
first research objective, namely to provide an understanding of the nature of 
service quality and how customers’ expectations and perceptions can influence 
the evaluation of service quality. 
 
Chapter 3 described the cues in terms of people, process and physical evidence 
customers, such as business travellers can use to help them interpret and judge 
the quality of the service provided to them. Thus the second research objective 
was addressed, namely to provide information to determine if there are elements 
of the service that can serve as more tangible evidence of service. 
 
The empirical study, the focus of the next two chapters, addresses the remainder 
of the objectives of the study, namely to determine the importance of the 
attributes reflecting service evidence and quality to business travellers staying in 
guest houses and guest house owners’ perceptions of the expectations of guests 
with respect to these attributes. The findings were expected to help solve the 
problems of the study, namely to determine how important business travellers 
deem elements of guest house service to be and how these compare with guest 
house owners’ perceptions of their guests’ views. 
 
Attempts to solve a specific research problem, however, require that a specific 
methodology be followed. As an introduction to the empirical study, the current 
chapter provides a description of research designs and methods, and techniques 
used to collect and analyse the data. The findings are reported in Chapter 5. 
 
4.2 RESEARCH DESIGNS 
 
Hair, Bush and Ortinau (2000:36-37) maintain that the research design serves as 
a detailed plan used to guide a research study toward its objectives. Although 
every research problem is unique, most research objectives can be achieved by 
using one or a combination of three types of research designs: exploratory, 
descriptive or causal, as explained below. 
 
4.2.1 Exploratory research 
 
The objective of exploratory research is to explore or search through a problem 
or situation to provide insights and understanding (Aaker, Kumar & Day 2004:75). 
Typically, exploratory research is significant in any situation where there is little 
prior knowledge to proceed with the research project (Malhotra 2004:76). 
 
Exploratory research could be used for any of the following purposes (Cant 
2003:28; Malhotra 2004:76): 
 
l  formulate a problem or define it more precisely; 
l  identify alternative courses of action; 
l  develop hypotheses; 
l  identify key variables and relationships for further examination; 
l  gain insights for developing an approach to the problem; or 
l  establish priorities for further research. 
 
Exploratory research is characterised by flexibility and functionality (Malhotra 
2004:77). In light of its flexibility, exploratory research tends to be of a qualitative 
nature, using primary techniques, such as focus groups, in-depth interviews and 
observational studies (Baines & Chansarkar 2002:5). It also uses secondary data, 
non-probability samples, case analysis and subjective evaluation of the resultant 
data. Essentially, exploratory research is undertaken to investigate the basic 
information of a research problem of which the organization or individual has little 
or no experience. 
 
For the purpose of this study, it was desirable to begin with exploratory research 
to determine what guest house owners regard as important elements of their 
service. The resulting information was used to supplement and verify those 
attributes reflecting the evidence of services provided by guest houses obtained 
 
from the literature study. This provided input into the construction of the 
questionnaire. 
 
4.2.2 Descriptive research 
 
The major objective of descriptive marketing research is to describe the existing 
characteristics or functions of a target market (Malhotra 2004:78). Descriptive 
research is characterised by the prior formulation of specific hypotheses. Thus, 
the information needed is clearly defined. As a result, descriptive research is 
preplanned and structured based on large representative samples (Malhotra 
2004:78). Descriptive research is typically conducted to: 
 
l  describe the characteristics of groups, such as consumers, salespeople, 
organisations or market areas; 
l  estimate the percentage of units in a specified population exhibiting a certain 
behaviour; 
l  determine the perceptions of product characteristics; 
l  determine the degree to which marketing variables are associated; and 
l  make specific predictions. 
 
In contrast to exploratory research, descriptive research focuses on the accurate 
description of the variables under consideration and is often of a quantitative 
nature (Baines & Chansarkar 2002:5), making use of questionnaires and surveys. 
Descriptive research was thus a feasible option for use in the current study, as 
the objective was to determine the perceptions of specific groups in a preplanned 
and structured way. 
 
4.2.3 Causal research  
 
Cant (2003:33) asserts that causal research is used to examine cause-and-effect 
relationships. Causal research is appropriate for the following purposes: 
 
l  to understand which variables are the cause (independent variables) and 
which variables are the effect (dependent variables) of a phenomenon; and 
l  to determine the nature of the relationship between the causal variables and 
effect to be predicted. 
 
Like descriptive research, causal research also requires a planned and 
structured design. The main method of causal research is experimentation. Due 
to the complexity of causal research and the non-compliance with the objective of 
the current study, this form of research design was not deemed to be a feasible 
option. 
 
4.3 DATA SOURCES 
 
Data can be of a primary or secondary nature. Aaker et al (2004:106) hold that 
secondary data are data that have already been gathered for purposes other 
than the problem at hand. Such data can be located quickly and inexpensively, 
but the data can also be outdated or may not fit the researcher’s information 
needs. 
 
In contrast, primary data is collected to solve the particular problem for a 
particular study (Cant 2003:44). Primary data is derived from conducting 
exploratory, descriptive or causal research that employs the techniques of either 
surveys, experiments, and/or observation to collect the data (Hair et al 2000:39).  
 
4.4 RESEARCH METHODS 
 
As was explained above, primary data is collected by the researcher for the 
specific purpose of addressing the problem at hand. Primary data may be 
collected using qualitative methods, quantitative methods or a combination of 
these (Baines & Chansarkar 2002:23-24; Hair et al 2000:216; Malhotra 
2004:136-137).  
 
Qualitative research is often used at the preliminary stages of a research project. 
The research is unstructured and exploratory and is based on a small number of 
respondents that provide insight and understanding of the research problem 
(Cant 2003:76; Hair et al 2000:216). It tends to uncover the underlying 
motivations behind consumers’ opinions, attitudes, perceptions and behaviour 
(Aaker et al 2004:189). The emphasis is thus on obtaining rich, detailed 
information from a small group of people rather than short, specific answers from 
a large number of respondents, as with survey questionnaires (Malhotra 
2004:138). The most common forms of qualitative research are focus groups and 
in-depth interviews (Baines & Chansarkar 2002:24). 
 
Baines and Chansarkar (2002:24-25) further conclude that the main advantages 
of qualitative research is to reveal the underlying motivations for people’s 
behaviour, attitudes, opinions and perceptions. A major disadvantage is that the 
results derived from this form of research are not necessarily representative of 
the wider population of interest and should be used only as a guide. 
 
Quantitative research, on the other hand, is designed to draw responses from 
predetermined, standardised questions directed at a large number of 
respondents. This involves small amounts of information collected from a large 
number of people. The responses are then quantified and further analysed. The 
main quantitative methods are surveys, observation and experiments (Baines & 
Chansarkar 2002:23). 
 
Quantitative research addresses the issue of representativeness and 
generalisability based on large samples of respondents. Therefore, quantitative 
research can significantly reflect the opinions of the population at large (Sekaran 
2003:220). A disadvantage of quantitative research is that it is usually difficult to 
obtain detailed, in-depth information from respondents. Often, because the 
answers are usually predetermined by the researcher, this means that the 
respondents are not allowed to express their true opinion but forced to choose 
one that only approximates it (Baines & Chansarkar 2002:25). 
The major characteristics of qualitative and quantitative research methods are 
summarised in Table 4.1. 
 
TABLE 4.1 
CHARACTERISTICS OF QUALITATIVE AND QUANTITATIVE RESEARCH METHODS 
 
Qualitative methods Quantitative methods 
Identify and understand underlying 
motivations, attitudes, opinions, 
perceptions and behaviours 
Generalise the results of a sample to a 
population 
Involve a small number of respondents Involve a large number of respondents 
Rich, in-depth information Narrowly defined descriptive information 
Unstructured questioning approach 
often using open questions Structured questioning process 
Non-statistical analysis Descriptive statistics, percentage, proportions, hypothesis tests 
 
Source: Constructed from Baines & Chansarkar (2002:24) 
 
In the current study, a combination of qualitative and quantitative research 
methods were used as is explained in Section 4.5. 
 
4.5 DATA COLLECTION 
 
In this section, the methods used in the qualitative and quantitative research in 
the current study are explained within the context of a literature review. Only 
in-depth interviews and self-administered surveys are discussed, as these were 
the methods used in the current research. 
4.5.1 In-depth interviews 
 
As a qualitative technique, an in-depth interview is commonly referred to as a 
depth interview (Hair et al 2000:219; Malhotra 2004:147). Depth interviews is an 
unstructured and direct way to obtain information, conducted on a one-on-one 
basis.  
 
In-depth interviews have the advantage of allowing the researcher to ask 
questions in various ways and respondents to express their opinions, thus 
gathering a large amount of detailed information (Cant 2003:105). 
 
As to the disadvantages of in-depth interviews, Malhotra (2004:150) mentions 
that skilled interviewers capable of conducting depth interviews are expensive 
and difficult to find. Another disadvantage is that the quality and completeness of 
the results depend heavily on the interviewer’s skills. The data obtained can be 
difficult to analyse and interpret (McDaniel & Gates 2005:134). 
 
In-depth interviews were conducted with three guest house owners to determine 
their beliefs on what elements representing evidence of service, are important to 
business travellers staying at guest houses. In following the suggestion by 
Malhotra (2004:147) of starting with a general question, the researcher asked the 
question: “What do you consider important to business travellers staying in a 
guest house?” In the following methods suggested by Carson, Gilmore, Perry 
and Gronhaug (2002:75) and Malhotra (2004:147-148), the interviewer, after 
asking the initial question, used an unstructured format and encouraged the 
subject to talk freely about her/his beliefs. The subsequent direction of the 
interview was determined by the respondent’s initial reply, the interviewer’s 
probes for elaboration and the respondent’s answers to reveal their beliefs on 
what elements representing evidence of service were important to business 
travellers staying at guest houses. 
 
4.5.2 Self-administered surveys 
 
Hair et al (2000:253) contend that, as a quantitative technique, surveys tend to 
be the most important quantitative method used in marketing research. These 
surveys are also normally associated with descriptive and causal research 
(McDaniel & Gates 2005:63). One of the distinguishing factors of surveys is the 
dominant need to collect raw data from large groups of people.  
 
Survey methods involve a structured questionnaire presented to respondents 
and designed to gather specific information (Malhotra 2004:168). Thus, the 
methods are based on the questioning of respondents to obtain information. 
Respondents are often asked a variety of questions regarding their behaviour, 
intentions, attitudes, awareness, motivations and demographic, as well as 
lifestyle characteristics (Aaker et al 2004:226-227). The information responded to 
these questions may be collected verbally, in a written form, or via electronic 
media (Cant 2003:76). 
 
Hair et al (2000:256) distinguish four types of survey methods, namely 
person-administered, telephone-administered, self-administered and 
computer-assisted surveys. A self-administered survey was chosen as the most 
appropriate data collection technique for the current study. 
 
A self-administered survey is a data collection technique in which respondents 
are left on their own to complete questionnaires without the presence of a trained 
interviewer (Cant 2003:87). The advantages are low cost and less interviewer 
bias. However, there is no interviewer to probe for a deeper response. In the 
case of both groups of respondents, the researcher waited for respondents to 
complete the questionnaires, but offered no assistance. 
 
In general, a self-administered survey is classified into several sub-types, namely 
direct mail, mail panel and drop-off surveys (Hair et al 2000:261-262). In a direct 
mail survey, a questionnaire is developed and mailed to a list of people who 
return the completed surveys by mail. The advantage of this survey is its relative 
low cost and ability to reach hard-to-interview people. 
 
A mail panel survey is a questionnaire sent to a group of individuals who agreed 
to participate in the survey (Cant 2003:85). In a drop-off survey, a representative 
of the researcher hand-delivers the questionnaires to respondents. The 
completed questionnaires are returned by mail or collected by the researcher 
(Hair et al 2000:262). The advantages of a drop-off survey include the availability 
 
of a person who can answer general questions, screen potential respondents 
and motivate interest in completing the questionnaire. 
 
Taking into consideration the feasibility of each sub-type of self-administered 
surveys, the combination of direct mail and drop-off survey was chosen for the 
current study. 
 
4.6 QUESTIONNAIRE DESIGN 
 
A questionnaire is a set of questions designed to collect raw data from 
respondents (McDaniel & Gates 2005:318). Two questionnaires were used in the 
current study; one directed at business travellers (See Annexure A) and the other 
directed at guest house owners (See Annexure B). Both questionnaires 
proceeded from an introductory cover letter that introduced the respondent to the 
research project and the researcher, assured the respondent of anonymity and 
communicated the instructions. The rest of the questionnaires followed a 
semi-structured approach and consisted of open-ended and closed questions as 
discussed below. 
 
4.6.1 Questionnaire structure 
 
As illustrated in Figure 4.1, questionnaires can be structured, unstructured or 
semi-structured (Baines & Chansarkar 2002:98). 
 
FIGURE 4.1 
QUESTIONNAIRE TYPES 
 
 
 Structured                Semi-structured               Unstructured 
 
Closed questions                              Open-ended questions 
 Predetermined responses                      Unrestricted responses 
 
 
Source: Baines & Chansarkar (2002:99) 
 
In the case of structured questionnaires, all questions are predetermined by the 
researcher and respondents must simply tick or circle the relevant response 
which best reflects their answers (Hair et al 2000:441). While structured 
questions tend to be easier to analyse, the main disadvantage is that the 
response may not reflect the true feelings of the respondent because answers 
are predetermined. 
 
In unstructured questionnaires, respondents are asked open-ended questions 
where the responses are not limited or predetermined (Malhotra 2004:289). With 
semi-structured questionnaires, the questionnaire includes both closed and 
open-ended questions. Usually, the closed questions are asked first. This 
enables the interviewer to establish the conversation and generate the 
respondent’s interest (Baines & Chansarkar 2002:99). 
The questionnaires in the current study followed a semi-structured approach. 
The questionnaires began with Section A which consisted of 42 Likert-scale 
closed questions aimed at identifying the importance of selected elements 
providing cues to service quality (questionnaire directed at business travellers) 
and respondents perceptions of the importance of these attributes (questionnaire 
directed at guest house owners). Respondents had to indicate the level of 
importance of statements with responses that ranged from (1) totally unimportant 
to (7) extremely important. 
 
Section B consisted of items regarding the demographic details of the 
respondents. Included were questions concerning gender, age, managerial 
position and nights of stay at guest houses per year applicable to business 
travellers. Guest house owners were asked to indicate the period of managing a 
guest house, the number of business travellers accommodated per month and 
the grading of their guest houses, as well as whether they perceived guests’ 
expectations of a guest house to differ according to gender, the level of 
management (top/middle/lower) and age. The questionnaire was concluded with 
an appropriate courtesy statement. 
 
Further factors were considered in the design and administration of the 
questionnaire. These included the question type, pre-testing and sampling 
design as described below. 
 
 4.6.2 Question type 
 
There are many different ways to ask the same question. This depends on the 
extent of the information sought and how the researcher intends to analyse the 
data. Basically, questions can be classified as open-ended and closed questions 
(Baines & Chansarkar 2002:100; Malhotra 2004:289). 
 
4.6.2.1 Open-ended questions 
 
Unstructured questions are open-ended questions that respondents answer in 
their own words. “These questions enable the respondents to express general 
attitudes and opinions that can help the researcher interpret their responses to 
structured questions” (Malhotra 2004:289). 
 
Kinnear and Taylor (1996:362) report that the disadvantages of open-ended 
questions are the time and cost associated with coding the responses; and the 
implicit extra weight given to respondents who are more articulate and tend to 
raise more points in their answer. In general, open-ended questions are most 
appropriate for exploratory research purposes (Malhotra 2004:289).  
 
4.6.2.2 Closed questions 
 
Closed questions require the respondent to make a selection from a list of 
responses (Baines & Chansarkar 2002:100). Closed questions are much easier 
to analyse and precode, facilitating data analysis. Malhotra (2004:290) suggests 
that a closed question may be multiple-choice, dichotomous or a rating question. 
 
a) Multiple-choice questions 
 
In multiple-choice questions, the researcher provides a choice of answers and 
respondents are asked to select one or more of the alternatives given (McDaniel 
& Gates 2005:328). A set of answers should be all possible alternatives that 
include an alternative named “other” (Malhotra 2004:290). An example of a 
multiple choice question used in the current study is: 
 
What is the grading of your guest house? 
Not graded 1 2 3 4 Other 
 
b) Dichotomous questions 
 
A dichotomous question has only two response alternatives: yes or no, agree or 
disagree (Malhotra 2004:291). Often, the two alternatives of interest are 
supplemented by a neutral alternative, such as “no opinion”, “don’t know”, “both” 
or “none”. Dichotomous questions are the easiest type of questions to code and 
analyse, but the response can be influenced by the wording of the question 
(McDaniel & Gates 2005:328). An example of such a question used is: 
 
 Do you think that male and female business travellers have different expectations 
of a guest house?                    1       Yes       2       No 
 
c) Rating questions 
 
Baines and Chansarkar (2002:106) believe that respondents have different 
attitudes towards a variety of products which result in learned behaviour. In other 
words, attitudes arise from emotional understanding and have an impact upon 
perception. Thus, measurement of attitudes is necessary and usually uses a 
variety of ranking and rating scales (Aaker et al 2004:284; Baines & Chansarkar 
2002:106). With respect to this study, rating scales were more appropriate than 
ranking scales. 
 
Likert scales, a common type of rating scale, requires the respondents to indicate 
a degree of agreement or disagreement with a variety of statements about the 
stimulus objects (Aaker et al 2004:293). Typically, each scale item has a number 
of response categories, for example, ranging from “strongly disagree” to “strongly 
agree” (Malhotra 2004:258; Baines & Chansarkar 2002:106). 
 
Likert scales are easy to construct and administer. Respondents understand the 
use of the scale, making it suitable for mail, telephone or personal surveys 
(Malhotra 2004:259). Therefore, Likert scale questions were deemed appropriate 
for use in the current study. The questionnaire included 42 Likert-scaled 
questions scaled from (1) totally unimportant to (7) extremely important. 
4.6.3 Pre-testing 
 
After drafting and developing the questionnaire it has to be tested. Parasuraman, 
Grewal and Krishnan (2004:334) indicate that pre-testing entails administering a 
questionnaire to a small sample of respondents. Cooper and Schindler 
(2006:417) point out the following purposes for pre-testing individual questions 
and questionnaires: 
 
l  discovering problems with question content, wording and sequencing; 
l  discovering ways to increase participant interest; 
l  increasing the likelihood that participants will remain engaged to the 
completion of the survey; and 
l  exploring ways to improve the overall quality of survey data. 
 
“The respondents in the pretest should be similar to those who participate in the 
actual survey in terms of background characteristics, familiarity with the topic, 
and attitudes and behaviours of interest" (Malhotra 2004:301; Parasuraman et al 
2004:334). In other words, respondents for the pretest and for the actual survey 
should be drawn from the same population (Malhotra 2004:301). 
 
Thirteen respondents (three guest house owners and 10 business travellers), 
who were representative of the different groups of this study, took part in the pilot 
study. The general feedback from these respondents was positive and only a few 
minor adjustments had to be made to the questions. 
4.6.4 Sampling design 
 
Malhotra (2004:315) suggests that, to identify and resolve problems associated 
with the target group, the researcher needs to identify the relevant target 
population, or sample from the overall membership of the target population. For 
the purpose of this study, the target population was divided into two groups, 
namely guest house owners and business travellers. 
 
Convenience sampling was employed in the current study. McDaniel and Gates 
(2005:373) describe convenience sampling as a method in which samples are 
drawn at the convenience of the researcher. For example, mall-intercept 
interviewing of individuals at shopping malls or other high-traffic areas is a 
common method to generate a convenience sample.  
 
In the case of guest houses, 50 names of guest houses located near the 
beach-front area of Port Elizabeth were selected from the yellow pages of the 
local telephone directory and the online Braby’s directory. The latter was used 
since not all guest houses are listed in the yellow pages. All respondents 
completed the questionnaires. 
 
Three hundred respondents for the second questionnaire (business travellers) 
were conveniently selected from shopping malls, the local airport and managerial 
staff at the Nelson Mandela Metropolitan University. A qualifying criterion was 
that they should be in a managerial position and stay at least one night a year in 
a guest house when on a business trip. In cases where the respondent did not 
qualify, a next person was approached. No problems were experienced in this 
regard. 
 
In case the respondents provided incomplete or inaccurate responses, the 
questionnaire was discarded and a next person was approached. 
 
4.7 VALIDITY AND RELIABILITY 
 
To ensure that the measuring used in the research instrument accurately 
measured the data, the goodness of the measures developed need to be 
assessed, using the test of reliability and validity (Sekaran 2003:202-203). 
According to McDaniel and Gates (2005:265), the reliability of a measure is the 
extent to which a measure is free from random error and offers consistent 
measurement across time and the various items in the instrument. In other words, 
the reliability of a measure concerns the accuracy, consistency or stability of the 
measuring instrument (Kinnear & Taylor 1996:232). 
 
In the current study, internal consistency of the measuring instrument was 
determined by testing the interitem consistency reliability (Sekaran 2003:205). 
This was done by means of calculating the Cronbach’s coefficient alpha 
(Malhotra 2004:268) as discussed in Section 5.4 reporting on the results of the 
data analysis. 
 The validity of the measuring instrument is also often tested. One of the methods 
in which to do so is to examine the construct validity, using factor analysis 
(Sekaran 2003:207). A factor analysis is a variable reduction technique which 
can divide a given set of variables into groups of maximally correlated variables 
(Parasuraman et al 2004:523). The use of factor analysis in the current study is 
described in Section 4.8. 
 
4.8 DATA ANALYSIS 
 
Cant (2003:161) maintains that raw data should be turned into data structures 
that can be used in generating meaningful and useful information for the decision 
maker. The researcher can make use of a variety of data analysis techniques to 
create new, complex data structures by combining two or more variables into 
indexes, ratios or constructs. Analysis procedures vary from simple descriptive 
statistics (such as frequency distributions) to sample statistics measures (such 
as mode, median, mean, range, standard deviation and standard error) to 
multivariate data analysis techniques (Hair et al 2000:42). 
 
In the current study, the data collected from the questionnaires was turned into 
data structures by a statistician using Statistica Version 6.1. Frequencies, 
including means, percentages and standard deviations, were calculated. Factor 
analysis was used to “reduce the large number of variables to a smaller number 
of subsets or factors” (Hair et al 2000:590). Factor analysis indicates the 
interrelationships among a large number of variables and explains these 
variables in terms of their common underlying dimensions or factors (Proctor 
1997:218).  
 
The 42 items had a value of 0.40 or higher (Malhotra 2004:570) as shown in 
Table 5.2. All items in the dataset relating to the business travellers were reduced 
to a smaller subset of seven factors and three dimensions. Further details on the 
factor analysis process are provided with a discussion of the results in Section 
5.4. 
 
4.9 SUMMARY 
 
This chapter discussed the research methods followed in the study. The 
research was of an exploratory and descriptive research nature, utilizing both 
qualitative and quantitative methods, in the form of in-depth interviews and 
self-administered surveys. 
 
The chapter also explained the questionnaire design, taking account of 
questionnaire structure, question type and sampling design. The final section of 
the chapter introduced the data analysis methods used by this study. The 
findings from the empirical study are discussed in Chapter 5. 
 
 
 
 CHAPTER 5 
 
THE ANALYSIS AND INTERPRETATION OF THE EMPIRICAL FINDINGS 
 
5.1 INTRODUCTION 
 
Chapter 4 provided a description of the data collection methods and techniques 
used in the study, as well as the questionnaire design and data analysis. Chapter 
5 reports on the findings of the empirical study. Demographic information (see 
Section B of the questionnaires) obtained from business travellers and guest 
house owners is discussed first. This description is followed by a report on 
findings relating to Section A of the questionnaire and focuses on identifying the 
importance and perceived importance of elements reflecting service evidence. 
 
5.2 DEMOGRAPHIC DETAILS OF BUSINESS TRAVELLERS 
 
Demographic information obtained from business travellers dealt with gender, 
age, managerial position and nights per year of stay at guest houses. 
 
5.2.1 Gender, age and managerial position 
 
As a purposive, convenience sample was drawn in the current study, there was 
an equal distribution between male and female respondents. 
 Figure 5.1 shows that slightly more than half of the respondents were aged 30 to 
50, about a third younger than 30 and 10.3% were older than 50. 
 
FIGURE 5.1 
AGE CATEGORY 
 
37.0%
52.7%
10.3%
Younger than 30 30-50 51 or older
 
 
It was furthermore found that 44.7% of the respondents were middle 
management, 43% were lower management and only 12.3% held a top 
management position. 
 
Table 5.1 provides a more detailed grouping of respondents based on 
demographic variables. 
 
 
 
 TABLE 5.1 
RESPONDENTS’ MANAGERIAL POSITION, GENDER AND AGE 
Younger 
than 30 
30-50 
years 
51 and 
older 
Total Managerial 
Position 
Gender 
% % % % 
Female 0.0 29.7 10.8 40.5 Top 
management Male 8.2 37.8 13.5 59.5 
Total 
 8.2 67.5 24.3 100.0 
Female 12.7 29.9 5.2 47.8 Middle 
management Male 8.9 35.8 7.5 52.2 
Total 
 21.6 65.7 12.7 100.0 
Female 36.4 16.3 2.3 55.0 Lower 
management Male 24.8 18.6 1.6 45.0 
Total 
 61.2 34.9 3.9 100.0 
 
It was interesting to note from Table 5.1 that nearly 60% of top management was 
male. No females under the age of 30 were in top management. On the other 
hand, slightly more females (55%) than males (45%) were in lower management. 
 
5.2.2 Nights of stay at guest houses per year 
 
About half of the respondents stayed in guest houses fewer than 10 nights a year, 
compared with the 2% who did so more than 100 nights. On average, the 
respondents spent 16.3 nights per year in guest houses while on business trips. 
This shows that the respondents are knowledgeable of what to expect from guest 
houses. 
 
5.3 DEMOGRAPHIC DETAILS OF GUEST HOUSE OWNERS 
 
Demographic information obtained from guest house owners dealt with the 
period of managing a guest house, the number of business travellers 
accommodated per month and the grading of their facility. They also had to 
indicate whether they thought gender, age and managerial level would influence 
guests’ expectations of their service. 
 
5.3.1 Experience and extent of business 
 
Fifty-eight percent of the respondents managed a guest house for fewer than 4 
years (48 months), compared with the 8% who did so for more than 12 years 
(144 months). The average experience of respondents in managing a guest 
house came to almost five years (56 months). Forty-six percent of the 
respondents annually accommodated fewer than 50 business travellers per 
month, compared with the 6% who had more than 200 business travellers as 
guests. On average they accommodated 67 business travellers per month. 
 
 
 
 5.3.2 Grading of guest houses 
 
Forty-four percent of the guest houses were not graded compared with the 40% 
boasting a 3-star grading. Each of eight percent had four or five stars. 
 
5.3.3 Perceived influence of gender, managerial position and age on business 
travellers’ expectations 
 
The results reflect owners’ views on the importance of gender as influencer of the 
expectations of business travellers. Only 46% of the respondents thought male 
and female business travellers have different expectations of a guest house. In 
their opinion the major differences are related to bath and shower facilities (30%), 
privacy and security (13%) and cleanliness and décor (9%). Other reasons 
mentioned included dinner in the room, hairdryer and bar. 
 
Nearly 45% of the respondents thought that managerial level would influence 
expectations of service. Of the 22 respondents who provided a reason, 27% 
suggested that level of specialty needed, service and facilities, and degree of 
demand would be important. Efficiency in dealing with guests problems and of 
service in general, were also mentioned. 
 
The majority of respondents (80%) did not deem age an influencer of 
expectations. However, none of the remaining 20% did provide a reason 
supporting their views. 
5.4 RESULTS OF THE FACTOR ANALYSIS 
 
Factor analysis was employed to reduce the 42 items in the questionnaire 
directed at the business travellers to a more workable number of factors. The 
statistical package, Statistica Version 6.1, was used to perform the required 
exploratory factor analysis, incorporating principal factor analysis with varimax 
rotations. The number of factors extracted was based on a combination of 
Kaiser’s rule (eigenvalue greater than 1.0), the Scree plot and interpretability of 
the factors (Malhotra 2004:564-567). Based on these criteria, seven factors were 
deemed appropriate for this study and contained a total of 41 items. One item 
(role of guest in the successful service delivery) was excluded from the analysis 
because it did not fit any of the resulting factors. The remaining item-loadings 
ranged from 0.41 to 0.73. 
 
Cronbach’s coefficient alphas were calculated to determine the reliability of the 
derived summated factor scale scores. The resulting values, which ranged from 
0.80 to 0.93 (listed in Table 5.2), reflected a high level of reliability. Reliability 
coefficients lower than 0.60 are deemed to be questionable, those close to 0.70 
acceptable and those larger than 0.80, good (Sekaran 2003:311). Collectively 
these factors explained 64% of the total variance. 
 
The resulting factors were termed: professional skills and abilities, general 
amenities, room amenities, core service, convenience, functional skills and 
abilities and ambiance. 
TABLE 5.2 
RESULTS OF FACTOR ANALYSIS FOR BUSINESS TRAVELLERS 
 
Factor items Item loading 
Variance% 
explained 
Factor 1 – Professional skills and abilities (Cronbach   = 0.93) 39.7 
Efficiency of front desk staff 
Friendliness of front desk staff 
Ability of staff in dealing with guests’ requests 
Professionalism of staff 
Efficiency of room service 
Staff communication skills 
Enthusiasm of staff 
Friendliness and courtesy of staff 
Efficiency in check-in/out 
Sympathetic handling of complaints 
Quick response to guests’ problems 
0.73 
0.70 
0.69 
0.67 
0.66 
0.65 
0.65 
0.61 
0.57 
0.55 
0.46 
 
Factor 2 – General amenities (Cronbach   = 0.84) 6.5 
Availability of business facilities on the premises 
Availability of dining-room facilities 
Availability of self-catering facilities 
Availability of business center facilities in the room 
Place to meet for discussion with colleagues 
Up-to-date and modern amenities 
0.71 
0.67 
0.62 
0.62 
0.60 
0.46 
 
Factor 3 – Room amenities (Cronbach   = 0.90) 4.8 
Security and safety of room 
Cleanliness of room 
Comfortable mattress and pillow 
Quality of bathroom and shower facilities 
Good soundproofing between bedrooms 
Neat appearance of staff 
Reasonable room rate/value for money 
0.65 
0.65 
0.59 
0.56 
0.52 
0.46 
0.41 
 
Factor 4 – Core service (Cronbach   = 0.80) 3.8 
Variety of services offered 
Reliable message service 
Reliable wake-up service 
Efficient handling of complaints 
Confidence of staff 
Service punctuality  
0.59 
0.56 
0.50 
0.47 
0.47 
0.45 
 
 
  
 
Factor items Item loading 
Variance% 
explained 
Factor 5 – Convenience (Cronbach   = 0.84) 3.4 
User-friendly reservation system 
Staff performing services adequately the first time 
Accuracy and reliability of information provided to guests 
Quick check-in and check-out 
0.67 
0.62 
0.55 
0.53 
 
Factor 6 – Functional skills and abilities (Cronbach   = 0.80) 3.0 
Training of staff 
Recruiting and selection of staff 
Commitment of staff to pass guests’ needs onto other staff 
0.65 
0.65 
0.60 
 
Factor 7 – Ambiance (Cronbach   = 0.80) 2.8 
Home-away-from home atmosphere 
Attractive décor, furnishings of room/lobby 
Availability of secure parking 
Convenient location 
0.61 
0.60 
0.54 
0.43 
 
 
5.5 A COMPARISON OF THE RESPONSES BY BUSINESS TRAVELLERS 
AND GUEST HOUSE OWNERS 
 
Table 5.3 was constructed in an attempt to compare the importance business 
travellers attached to the attributes reflecting the evidence of service and guest 
house owners’ perceptions of these importance levels. To facilitate comparisons, 
the findings are arranged according to the seven-factor grouping. 
 
 
 
 
 
 
 TABLE 5.3 
COMPARISON OF BUSINESS TRAVELLERS’ AND GUEST HOUSE OWNERS’ 
VIEWS 
 
Mean scores 
Factor items Business 
travellers 
Guest house 
owners 
Professional skills and abilities 5.532727 6.536364 
Professionalism of staff 
Friendliness and courtesy of staff 
Efficiency of front desk staff 
Efficiency in check-in/out 
Ability of staff in dealing with guests’ requests 
Quick response to guests’ problems 
Enthusiasm of staff 
Staff communication skills 
Sympathetic handling of complaints 
Efficiency of room service 
Friendliness of front desk staff 
5.726667 
5.706667 
5.653333 
5.640000 
5.566667 
5.530000 
5.453333 
5.436667 
5.420000 
5.386667 
5.340000 
6.560000 
6.600000 
6.760000 
6.500000 
6.640000 
6.480000 
6.420000 
6.380000 
6.560000 
6.200000 
6.800000 
Functional skills and abilities 5.266667 6.160000 
Training of staff 
Commitment of staff to pass guests’ needs onto other staff 
Recruiting and selection of staff 
5.413333 
5.280000 
5.106667 
6.100000 
6.280000 
6.100000 
Core service 5.225556 6.093333 
Service punctuality 
Efficient handling of complaints 
Reliable message service 
Confidence of staff 
Reliable wake-up service 
Variety of services offered 
5.523333 
5.483333 
5.283333 
5.120000 
5.093333 
4.850000 
6.420000 
6.580000 
5.960000 
6.200000 
5.960000 
5.440000 
Convenience 5.537500 6.435000 
Staff performing services adequately the first time 
Accuracy and reliability of information provided to guests 
User-friendly reservation system 
Quick check-in and check-out 
5.643333 
5.586667 
5.490000 
5.430000 
6.540000 
6.520000 
6.260000 
6.420000 
General amenities 4.889444 5.400000 
Up-to-date and modern amenities 
Place to meet for discussion with colleagues 
Availability of dining-room facilities 
Availability of business center facilities in the room 
Availability of business facilities on the premises 
Availability of self-catering facilities 
5.273333 
4.966667 
4.850000 
4.816667 
4.763333 
4.666667 
5.820000 
5.340000 
5.740000 
5.120000 
5.440000 
4.940000 
 
 
 
  
Mean scores 
Factor items Business 
travellers 
Guest house 
owners 
Room amenities 5.758095 6.537143 
Cleanliness of room 
Security and safety of room 
Quality of bathroom and shower facilities 
Reasonable room rate/value for money 
Comfortable mattress and pillow 
Neat appearance of staff 
Good soundproofing between bedrooms 
6.116667 
5.973333 
5.766667 
5.763333 
5.710000 
5.523333 
5.453333 
6.900000 
6.700000 
6.680000 
6.300000 
6.760000 
6.320000 
6.100000 
Ambiance 5.428333 6.250000 
Availability of secure parking 
Convenient location 
Attractive décor, furnishings of room/lobby 
Home-away-from home atmosphere 
5.733333 
5.396667 
5.296667 
5.286667 
6.420000 
6.340000 
5.980000 
6.260000 
 
5.5.1 Professional skills and abilities 
 
Items loading on this factor described employees’ skills and abilities required to 
successfully interact with people and hence influence customer perceptions of 
service quality. These skills are a combination of service competencies and 
service inclination. While business travellers deemed professionalism of staff as 
the most important item in this factor, guest house owners thought it would be the 
friendliness and efficiency of front desk staff. Interestingly, business travellers 
thought friendliness of front desk staff to be the least important item in this factor. 
 
5.5.2 Functional skills and abilities 
 
Items loading on this factor described actions that develop and enhance the skills 
of service personnel and enable them to successfully deliver on 
customer-oriented promises. As shown in Table 5.3, the training of staff was of 
particular importance to business travellers. In contrast, guest house owners 
thought that guests would attach more importance to the commitment of staff to 
pass their requests to other staff members. 
 
5.5.3 Core service 
 
Items loading on this factor formed part of explicit service promises discussed in 
Section 2.4.3.3. While business travellers considered service provided punctually 
as the most important item in this factor, guest house owners thought efficient 
handling of complaints would be of more importance. Both groups were in 
agreement that the variety of services offered was of lesser importance. 
 
5.5.4 Convenience 
 
This factor represented items reflecting the steps in delivering quality services 
and ultimately satisfy customer requirements. Interestingly, both groups indicated 
that the services performed “adequately the first time”, was of particular 
importance. This was followed by the accuracy of information provided. 
 
5.5.5 General amenities 
 
General amenities had the lowest mean factor score of all seven factors. Items 
loading on this factor were related to the physical evidence of service namely, 
interior attributes of the servicescape which focus on offering the service 
business travellers expect while on a business trip. Both groups of respondents 
deemed up-to-date and modern amenities as the most important item in this 
factor. The place to meet for discussion with colleagues was also of particular 
importance to business travellers. In contrast, guest house owners thought 
dining-room facilities would be more important. 
 
5.5.6 Room amenities 
 
Table 5.3 shows that room amenities had the highest factor mean score and was 
regarded as the most important factor by both business travellers and guest 
house owners. Five of the items loading on this factor were directly related to 
interior attributes of the servicescape. The other two items had an indirect 
influence. The cleanliness of the room was of particular importance to business 
travellers, followed by security, and bathroom facilities. Guest house owners, 
however, thought that guests would attach a higher importance to a comfortable 
mattress and pillow than to security. 
 
5.5.7 Ambiance 
 
The items loading on this factor described exterior attributes of the servicescape, 
such as parking, exterior design and surrounding environment, as well as the 
more intangible aspects of atmosphere. Table 5.3 shows that both groups 
considered secure parking as the most important item in this factor. 
 5.6 COMPARISON OF FACTOR MEAN SCORES 
 
Table 5.3 also shows the mean scores for each factor. To better illustrate the 
differences among these means, Figure 5.2 was constructed. Figure 5.2 shows 
that the mean scores of all seven factors were fairly high, with guest house 
owners expecting business travellers to attach a higher level of importance to all 
the factors than what they actually did. 
 
FIGURE 5.2 
FACTOR MEAN SCORES: BUSINESS TRAVELLERS COMPARED TO GUEST 
HOUSE OWNERS 
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Figure 5.2 shows that room amenities was the most important to business 
travellers and guest house owners. Convenience took the second position in the 
case of business travellers, but guest house owners thought that it would only be 
in the third place. Professional skills and abilities had relatively higher scores 
among guest house owners (the second highest) than for business travellers (the 
third highest). The remainder of factors followed the same order of importance for 
both groups. Guest house owners correctly thought that business travellers 
would regard general amenities as least important in influencing their 
expectations and perceptions of service provided. 
 
5.7 FACTORS REGROUPED AS DIMENSIONS 
 
The seven factors (see Table 5.3 and Figure 5.2) were further regrouped in terms 
of people, process and physical evidence described in Chapter 3. Professional 
and functional skills and abilities were regarded as “people”, representing service 
personnel, and their skills and abilities. Core service and convenience 
represented “process” – element of service evidence. Process consists of the 
activities required for delivering quality services. General amenities, room 
amenities and ambiance were regarded as the “physical evidence” of service. 
Customers often rely on these elements to evaluate the service before, during 
and after consumption. The mean scores reflecting the importance business 
travellers attached to these dimensions and the importance levels based on 
guest house owners’ perceptions, are shown in Figure 5.3. 
 
As can be seen in Figure 5.3, the mean scores of each dimension with regard to 
guest house owners were higher than those for business travellers. In other 
words, guest house owners had overestimated the expectations of business 
travellers. The greatest difference occurred in the case of “people”. 
FIGURE 5.3 
DIMENSION MEAN SCORES 
5.399697
5.381528
5.358624
6.348182
6.264167
6.062381
4.8 5 5.2 5.4 5.6 5.8 6 6.2 6.4 6.6
Peopl
e
Proce
ss
Physi
cal ev
idenc
e
Mean Score
Business traveller Guest house owner
 
The significance of the differences in the means of the factors (see Table 5.3 and 
Figure 5.2) and of the dimensions (see Figure 5.3) was calculated by means of 
analysis of variance (ANOVA). The results (attached in Annexure C) showed that 
all the differences were significant at a 95% confidence level. 
 
5.8 COMPARISONS BASED ON BUSINESS TRAVELLERS’ DEMOGRAPHICS 
 
The importance business travellers attached to the seven factors identified in 
Table 5.3 and the dimensions of people, process and physical evidence, were 
compared in terms of gender, managerial position and nights stayed in guest 
houses per year. These differences are shown in Tables 5.4 to 5.6. 
 
 TABLE 5.4 
FACTOR AND DIMENSION MEAN SCORES ACCORDING TO GENDER 
 
Mean score Factor and Dimension Female Male 
Professional skills and abilities 5.47 5.59 
Functional skills and abilities 5.32 5.21 
Core service  5.28 5.17 
Convenience 5.51 5.56 
General amenities 4.97 4.80 
Room amenities 5.67 5.84 
Ambiance 5.45 5.41 
People 5.40 5.40 
Process 5.40 5.37 
Physical evidence 5.37 5.35 
 
From Table 5.4 it is clear that females had higher expectations than males with 
regard to “Functional skills and abilities”, “Core service”, “General amenities” and 
“Ambiance”, as well as the dimensions “Process” and “Physical evidence”. Both 
groups attached the same importance to the dimension “People”. 
 
The significance of the differences in the means of the factors and of the 
dimensions was calculated by means of analysis of variance (ANOVA). The 
results (attached in Annexure D) showed that the two groups – female and male, 
did not differ significantly with respect to any of the factors or the dimensions. 
 
 
 
 Table 5.5 shows the comparisons with regard to managerial position of business 
travellers. 
 
TABLE 5.5 
FACTOR AND DIMENSION MEAN SCORES ACCORDING TO 
MANAGERIAL POSITION 
 
Mean score 
Factor and Dimension Top 
management 
Middle 
management 
Lower 
management 
Professional skills and abilities 5.60 5.59 5.46 
Functional skills and abilities 4.92 5.34 5.29 
Core service  5.23 5.23 5.22 
Convenience 5.72 5.62 5.40 
General amenities 4.68 4.90 4.93 
Room amenities 5.92 5.84 5.63 
Ambiance 5.52 5.45 5.38 
People 5.26 5.46 5.37 
Process 5.47 5.43 5.31 
Physical evidence 5.38 5.40 5.31 
 
As shown in Table 5.5, the results indicate that top management had higher 
scores on “Professional skills and abilities”, “Convenience”, “Room amenities”, 
“Ambiance”, and the dimension “Process” than middle and lower management. 
Top and middle management considered “Core service” more important than 
lower management did. Moreover, middle management scored higher on 
“Functional skills and abilities” and the dimensions “People”, “Physical evidence” 
than the other groups, as lower management had only a higher score on 
“General amenities”. 
 The significance of the differences based on level of management has been 
calculated and is shown in Annexure E. The results showed that the three groups 
– top management, middle management and lower management, did not differ 
significantly with respect to any of the factors or the dimensions. 
 
Table 5.6 shows the mean scores of each factor and dimension according to 
nights per year business travellers stayed at guest houses while on business 
trips. 
 
TABLE 5.6 
FACTOR AND DIMENSION MEAN SCORES ACCORDING TO NIGHTS 
STAYED AT GUEST HOUSES 
 
Mean score Factor and Dimension 16 or less More than 16 
Professional skills and abilities 5.53 5.54 
Functional skills and abilities 5.28 5.23 
Core service  5.22 5.25 
Convenience 5.50 5.62 
General amenities 4.89 4.88 
Room amenities 5.79 5.69 
Ambiance 5.45 5.38 
People 5.41 5.38 
Process 5.36 5.43 
Physical evidence 5.38 5.32 
 
Table 5.6 shows that the respondents who annually stay at guest houses for 16 
nights or shorter rated “Functional skills and abilities”, “General amenities”, 
“Room amenities”, “Ambiance” and the dimensions “People”, “Physical evidence” 
higher than other group did. The highest difference was with respect to 
“Convenience”. Business travellers staying for longer periods deemed 
convenience more important than those staying for shorter periods of time. 
However, none of the differences (see Annexure F) were significant. 
 
5.9 COMPARISONS BASED ON GUEST HOUSE GRADING 
 
Table 5.7 shows a comparison of the mean scores of each factor and dimension 
according to the grading guest houses had. 
 
TABLE 5.7 
FACTOR AND DIMENSION MEAN SCORES ACCORDING TO GRADING OF 
GUEST HOUSES 
 
Mean score Factor and Dimension Not graded Graded 
Professional skills and abilities 6.50 6.56 
Functional skills and abilities 6.18 6.14 
Core service  5.92 6.23 
Convenience 6.43 6.44 
General amenities 5.13 5.61 
Room amenities 6.54 6.54 
Ambiance 6.30 6.21 
People 6.34 6.35 
Process 6.18 6.33 
Physical evidence 5.99 6.12 
 
The results from Table 5.7 indicate that the owners of guest houses that were not 
graded scored higher on “Functional skills and abilities” and “Ambiance” than the 
other group. The highest difference occurred in the case of “General amenities”. 
This implies that the owners of graded guest houses attached more importance 
to general amenities for guests than ungraded establishments did. None of the 
differences in the perceptions of business travellers and guest house owners 
were significant (see Annexure G). 
 
5.10 SUMMARY 
 
The results of the empirical study were presented and analysed in this chapter. 
The explanation of the results began with a discussion of the demographic 
details of business travellers and guest house owners. The former included 
gender, age, position and nights per year the respondents stayed at guest 
houses, followed by a cross-classification of gender, position and age. The latter 
consisted of the period of managing a guest house, the number of business 
travellers accommodated per month and the grading of a guest house, as well as 
whether there were different expectations of a guest house based on gender, the 
level of management and age of business travellers. 
 
The empirical findings showed that business travellers deemed secure parking 
and professionalism of staff as important attributes, while guest house owners 
thought it would be friendliness of front desk staff and efficient handling of 
complaints. Moreover, both groups indicated that cleanliness of rooms and 
services performed by staff adequately the first time were of particular 
importance. 
The differences in the expectations of business travellers and the perceptions of 
guest house owners were significant with regard to all seven factors analysed. 
Gender, managerial position, nights stayed at guest houses and guest house 
grading, however, showed no significant differences.  
 
The next chapter contains a synopsis of the study, followed by the conclusions 
and recommendations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 CHAPTER 6 
 
SYNOPSIS, CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
 
Researchers and managers of service organisations concur that service quality 
involves a comparison of expectations with performance. Service quality is thus a 
measure of how well the service delivered matches customer expectations 
(McColl-Kennedy 2003:74). Gaps between expected and perceived service 
quality can occur when managers are not familiar with their customers’ 
expectations (Woodruffe 1995:108). Similarly, service quality gaps can develop 
when guest house owners/managers are unaware of their guests’ expectations 
from their establishments. The intention of this study was to determine if guest 
house owners in Port Elizabeth knew what importance business travellers 
attached to attributes reflecting the quality of service. Knowing what their guests’ 
expectations are can help owners provide service that matches their guests’ 
expectations. This in turn, can lead to a sustainable competitive advantage in the 
service marketplace. 
 
This chapter contains a synopsis of the previous chapters and gives conclusions 
and recommendations based on the empirical findings. 
 
 6.2 SYNOPSIS OF THE STUDY 
 
Chapter 1 began with a very brief description of the hospitality industry and the 
importance of guest houses. A focus on expected and perceived service quality 
followed. The main research problem and sub-problems were defined and the 
significance of the research was outlined. The objectives and research 
methodology were explained and a review of related literature was given. 
Important core concepts were identified and defined to ensure clarity of 
interpretation. 
 
The following two chapters discussed selected literature related to the topic. 
Chapter 2 focused on consumers’ perceptions and expectations of service quality. 
Customer expectations relate to desired service and adequate service, and can 
be influenced by a variety of factors. A description was also given of customer 
perceptions of service quality, customer satisfaction and customer value. 
Judgement of service quality can be influenced by factors such as image, price, 
service encounters and the evidence of service. 
 
Chapter 3 explained the concepts of people, process and physical evidence as 
the tangible cues used by consumers to judge service quality. The organisations’ 
staff is regarded as the most important element of “people” in the service 
environment. “Process” consists of certain steps in the delivery of services, while 
“physical evidence” is regarded as tangible cues that can help customers 
 evaluate the service before, during and after consumption. The servicescape is a 
major element of physical evidence. 
 
Chapter 4 elaborated on the methodology of the study. Exploratory research and 
descriptive research were used in the study. Appropriate methods of the 
research were discussed in terms of the requirements of this study. The 
collection of data was examined in terms of different techniques being required 
for the study, with a focus on in-depth interviewing and self-administered surveys. 
The questionnaire design, taking account of questionnaire structure, question 
type and sampling design, was also described. The final section of the chapter 
identified data analysis techniques used in the study. 
 
Chapter 5 contained the results and analysis of the empirical study. The 
explanation of the results began with a discussion of the demographic details of 
the respondents, followed by a comparison of business travellers’ expectations 
with guest house owners’ perceptions of guests’ expectations. 
 
6.3 CONCLUSIONS AND RECOMMENDATIONS 
 
The conclusions and the recommendations gathered from the empirical and the 
literature research are discussed using the evidence of service as a framework. 
 
 
 6.3.1 People 
 
As explained in Chapter 3, “people” refers to the organisation’s staff whose 
actions influence customer perceptions of service quality. This was the service 
dimension with the largest gap between guests’ expectations and management’s 
perceptions of guests’ expectations. The results showed that guest house 
owners deemed the service attributes related to staff as more important than 
what business travellers did. The question arises as to whether managers put too 
much emphasis on the role of staff in the service delivery.  
 
The literature showed that the organisation’s staff need to have a variety of skills 
and abilities in order to provide a service that meets customers’ expectations 
(Kurtz & Clow 1998:175). This was confirmed by the results which showed that 
those staying at guest houses deemed the professionalism of staff as very 
important. Management thought that the friendliness of front desk staff would be 
more important. These findings seem to suggest that although friendliness is 
required, overall professionalism has to take priority. 
 
Professionalism depends in part on the organisation’s actions, particularly 
recruiting, selecting and training of employees. It is clear that guest house 
owners have to continue with strategies for training and developing competent 
employees. Based on the gap between the expectations of business travellers 
and the perceptions of guest house owners, it is important that a balance 
between people, process and physical evidence be maintained. 
6.3.2 Process 
 
Zeithaml and Bitner (2000:223) suggest that organisations need to understand 
and match customers’ expectations if they want to deliver quality services. This 
requires organisations to monitor the process or steps in service delivery. 
 
In light of the human involvement, the process of service delivery can be 
influenced by elements such as responsiveness, empathy, assurance and 
reliability as discussed in Chapter 2 and Chapter 3. The findings of the current 
study showed that the guests staying at guest houses had higher expectations 
with regard to the services provided punctually than complaints being handled 
efficiently. This could imply that at certain stages of service delivery guest houses 
need to simplify the steps of service delivery and improve on the standards 
associated with the service. 
 
Moreover, there was a strong emphasis on employees performing services 
efficiently and their providing of accurate information. These requirements could 
be addressed by an improved process. 
 
6.3.3 Physical evidence 
 
Customers often rely on tangible cues to evaluate the service before, during and 
after its consumption. Physical evidence is, therefore, regarded as a tangible 
representation to help customers to assess a service. Physical evidence includes 
the servicescape and other forms of tangible communication, as described in 
Chapter 3. The elements of the servicescape that affect customers’ expectations 
include both exterior attributes (such as signage, parking, landscape) and interior 
attributes (such as design, layout, equipment, signage, décor). 
 
Management’s perceptions and guests’ expectations were in line as far as room 
amenities being regarded as the most important attribute in this dimension. 
Furthermore, this research revealed that guests staying at guest houses had 
higher expectations with respect to the cleanliness of room as an interior attribute 
than a comfortable mattress and pillow (which guest house owners thought 
would be most important).  
 
The study has also shown that guests and guest house owners deemed secure 
parking as the most important attribute as an exterior attribute of the 
servicescape. Security was therefore highlighted. 
 
Business travellers not only required security, but also a guest house with 
updated and modernised buildings, décor and signage. Moreover, this research 
showed that guests had higher expectations regarding a facility to hold meetings 
with colleagues rather than dining-room facilities. This implies that guest houses 
 
should ensure that their business facilities are available and of an acceptable 
standard. 
 
Although the findings of the study revealed that guests perceived the importance 
of the 41 attributes of service quality to be of lower importance than guest house 
owners thought they would, guest house owners and employees have to ensure 
that all moments of contact between guest house representatives and guests 
result in a positive experience for the guests. Moreover, guest house owners are 
advised to aim at balancing their focus on the non-core and core elements of 
service and concentrate attention and resources on those elements that have the 
highest importance for guests. 
 
6.4  FURTHER RESEARCH 
 
This exploratory study only focused on owners of 50 guest houses in Port 
Elizabeth. It is recommended that further research be conducted including a 
larger sample of guest house owners. In addition, this study only targeted the 
selected market of business travellers who are fewer than leisure travellers. It is 
therefore, suggested that further research be conducted to aim at the leisure 
travellers market. Furthermore, a comparison of business travellers with leisure 
travellers regarding their expectations and perceptions can be elicited from 
further research. 
  
REFERENCE LIST 
 
Aaker, D.A., Kumar, V. & Day, G.S.  2004.  Marketing research.  Boston:  
John Wiley & Sons. 
 
Baines, P. & Chansarkar, B.  2002.  Introducing marketing research.  England:  
John Wiley & Sons. 
 
Baron, S. & Harris, K.  2003.  Services marketing: Texts and cases.  New York:  
Palgrave. 
 
Bebko, C. P.  2000.  Service intangibility and its impact on consumer 
expectations of service quality.  Journal of Services Marketing, 14 (1):  
9-26. 
 
Bettencourt, L.  1997.  Customer voluntary performance: Customers as 
partners in service delivery.  Journal of Retailing, 73 (3):  383-406. 
 
Bowen, J. & Ford, R.C.  2004.  What experts say about managing hospitality 
service delivery systems.  International Journal of Contemporary 
Hospitality Management, 16 (7):  394-401. 
 
  
Bowen, J.T.  1997.  A market-driven approach to business development and 
service improvement in the hospitality industry.  International Journal of 
Contemporary Hospitality Management, 9 (7):  334-344. 
 
Cant, M.  2003.  Marketing research.  South Africa:  New Africa. 
 
Canwell, D. & Sutherland, J.  2003.  Leisure and tourism.  Cheltenham: 
Nelson Thornes. 
 
Carson, D., Gilmore, A., Perry, C. & Gronhaug, K.  2002.  Qualitative marketing 
research.  London:  Sage. 
 
Chen, W.H.  1998.  Benchmarking quality goals in service systems.  Journal 
of Services Marketing, 12 (2):  113-128. 
 
Choi, T.Y. & Chu, R.  2000.  Levels of satisfaction among Asian and Western 
travellers.  International Journal of Quality & Reliability Management, 17 
(2):  116-131. 
 
Cooper, D.R. & Schindler, P.S.  2006.  Marketing research. New York: 
McGraw-Hill. 
 
Coye, R.W.  2004.  Managing customer expectations in the service encounter.  
International Journal of Service Industry Management, 15 (1):  54-71. 
Dictionary.  No date.  [online].  Available:   dictionary.reference.com.  [10 
October 2005]. 
 
Dittmer, P.R. & Griffin, G.G.  1997.  Dimensions of the hospitality industry. 
Canada:  John Wiley & Sons. 
 
Dobni, D., Zerbe, W. & Ritchie, J.R.B.  1997.  Enhancing service personnel 
effectiveness through the use of behavioral repertoires.  Journal of 
Services Marketing, 11 (6):  427-445. 
 
Fung, M.  1998.  A learning team approach for service organizations to achieve 
TQM and beat the competition.  Managing Service Quality, 8 (5):  
367-374. 
 
Ghobadian, A., Speller, S. & Jones, M.  1994.  Service quality: Concepts and 
models.  International Journal of Quality & Reliability Management, 11 (9):  
43-66. 
 
Gilmore, A.  2003.  Services marketing and management.  London:  Sage. 
 
Grönroos, C.  2000.  Service management and marketing.  England:  John 
Wiley & Sons. 
  
Groth, J.C. & Dye, R.T.  1999.  Service quality: Perceived value, expectations, 
shortfalls and bonuses.  Managing Service Quality, 9 (4):  274-285. 
 
Hair, J.F., Bush, R.P. & Ortinau, D.J.  2000.  Marketing research: A practical 
approach for the new millennium.  Boston:  McGraw-Hill. 
 
Henning, R.  2004.  Effective guest house management.  Cape Town: Juta. 
 
Hoffman, K.D., Kelley, S.W. & Chung, B.C.  2003.  A CIT investigation of 
servicescape failures and associated recovery strategies.  Journal of 
Services Marketing, 17 (4):  322-340. 
 
Johnston, R.  1995.  The zone of tolerance: Exploring the relationship between 
service transactions and satisfaction with the overall service.  International 
Journal of Service Industry Management, 6 (2):  46-61. 
 
Jones, P.  1996.  Introduction to hospitality operations.  London:  Cassell. 
 
Juwaheer, T.D.  2004.  Exploring international tourists’ perceptions of hotel 
operations by using a modified SERVQUAL approach – a case study of 
Mauritius.  Managing Service Quality, 14 (5):  350-364. 
 
  
Juwaheer, D.T. & Ross, D.L.  2003.  A study of hotel guest perceptions in 
Mauritius.  International Journal of Contemporary Hospitality Management, 
15 (2):  105-115. 
 
Keller, K.L.  1993.  Conceptualising, measuring and managing customer-based 
brand equity.  Journal of Marketing, 57 (January):  1-22. 
 
Kim, H.W. & Kim Y.G.  2001.  Rationalizing the customer service process.  
Business Process Management Journal, 7 (2):  139-156. 
 
Kinnear, T.C. & Taylor, J.R.  1996.  Marketing research: An applied approach.  
New York:  McGraw-Hill. 
 
Kuemmler, K. & Kleiner, B.H.  1996.  Finding, training and keeping the best 
service workers.  Managing Service Quality, 6 (2):  36-40. 
 
Kurtz, D.L. & Clow, K.E.  1998.  Service marketing.  New York:  John Wiley & 
Sons. 
 
Lassar, W.M., Manolis, C. & Winsor, R.D.  2000.  Service quality perspectives 
and satisfaction in private banking.  Journal of Services Marketing, 14 (3):  
244-271. 
  
Lockyer, T.  2002.  Business guests’ accommodation selection:  The view 
from both sides.  International Journal of Contemporary Hospitality 
Management, 14 (6):  294-300. 
 
Malhotra, N.K.  2004.  Marketing research: An applied orientation.  New 
Jersey:  Pearson Education. 
 
Mayer, K.J., Bowen, J.T. & Moulton, M.R.  2003.  A proposed model of the 
descriptors of service process.  Journal of Services Marketing, 17 (6):  
621-639. 
 
McColl-Kennedy, J.R.  2003.  Services marketing: A managerial approach.  
Singapore:  Seng Lee. 
 
McDaniel, C. & Gates, R.  2005.  Marketing research.  United States of 
America:  John Wiley & Sons. 
 
Parasuraman, A.  2004.  Assessing and improving service performance for 
maximum impact: Insights from a two-decade-long research journey.  
Performance Measurement and Metrics, 5 (2):  45-52. 
 
Parasuraman, A., Grewal, D. & Krishnan, R.  2004.  Marketing research.  
Boston:  Houghton Mifflin. 
 
Parasuraman, A., Zeithaml, V.A. & Berry, L.L.  1985.  A conceptual model of 
service quality and its implications for future research.  Journal of 
Marketing, 49 (Fall):  41-50. 
 
Parasuraman, A., Zeithaml, V.A. & Berry, L.L.  1988.  SERVQUAL: A 
multiple-item scale for measuring consumer perceptions of service quality.  
Journal of Retailing, 64 (1):  12-40. 
 
Parasuraman, A., Zeithaml, V.A. & Berry L.L.  1994.  Alternative scales for 
measuring service quality: A comparative assessment based on 
psychometric and diagnostic criteria.  Journal of Retailing, 70 (3):  
201-230. 
 
Powers, T. & Barrows, C.W.  1999.  Introduction to management in the 
hospitality industry.  Canada:  John Wiley & Sons. 
 
Proctor, T.  1997.  Essentials of marketing research.  London:  Pitman. 
 
Rafiq, M. & Ahmed, P.K.  1995.  Using the 7Ps as a generic marketing mix: An 
exploratory survey of UK and European marketing academics.  Marketing 
Intelligence & Planning, 13 (9):  4-15. 
 
Reimer, A. & Kuehn, R.  2005.  The impact of servicescape on quality 
perception.  European Journal of Marketing, 39 (7/8):  785-808. 
Schmidt, R.A. & Sapsford, R.  1995.  Issues of gender and servicescape: 
Marketing UK public houses to women.  International Journal of Retail & 
Distribution Management, 23 (3):  34-40. 
 
Schneider, B. & White, S.S.  2004.  Service quality: Research perspectives.  
London:  Sage. 
 
Sekaran, U.  2003.  Research methods for business: A skill building approach.  
New York:  John Wiley & Sons. 
 
Stuart, F. & Tax, S.  1997.  Designing and implementing new services: The 
challenge of integrating service.  Journal of Retailing, 73 (1):  105-134. 
 
Teare, R.E.  1998.  Interpreting and responding to customer needs.  Journal 
of Workplace Learning, 10 (2):  76-94. 
 
Tsang, N. & Qu, H.  2000.  Service quality in China’s hotel industry: A 
perspective from tourists and hotel managers.  International Journal of 
Contemporary Hospitality Management, 12 (5):  316-326. 
 
Ugboma, C., Ibe, C. & Ogwude, I.C.  2004.  Service quality measurements in 
ports of a developing economy: Nigerian ports survey.  Managing Service 
Quality, 14 (6):  487-495. 
 
Wakefield, K.L. & Blodgett, J.G.  1996.  The effect of the servicescape on 
customers’ behavioral intentions in leisure service settings.  Journal of 
Services Marketing, 10 (6):  45-61. 
 
Walker, J. & Baker, J.  2000.  An exploratory study of a multi-expectation 
framework for services.  Journal of Services Marketing, 14 (5):  411-431. 
 
Wearne, N. & Morrison, A.  1996.  Hospitality marketing.  London:  
Butterworth-Heinemann. 
 
Weaver, P.A. & Oh, H.C.  1993.  Do American business travellers have 
different hotel service requirements? International Journal of Contemporary 
Hospitality Management, 5 (3):  16-21. 
 
Wei, S., Ruys, H. & Muller, T.E.  1999.  A gap analysis of perceptions of hotel 
attributes by marketing managers and older people in Australia.  Journal of 
Marketing Practice: Applied Marketing Science, 5 (6/7/8):  200-212. 
 
Welcome to the friendly city.  No date.  [online].  Available:  
www.pecc.gov.za/1.htm.  [8 March 2005]. 
 
Woodruffe, H.  1995.  Services marketing.  London:  Pitman. 
  
Worldweb dictionary.  No date.  [online].  Available:  
www.wordwebonline.com.  [5 May 2005]. 
 
Yoon, M.H., Seo, J.H. & Yoon, T.S.  2004.  Effects of contact employee 
supports on critical employee responses and customer service evaluation.  
Journal of Services Marketing, 18 (5):  395-412. 
 
Zeithaml, V.A. & Bitner, M.J.  1996.  Services marketing.  Singapore:  
McGraw-Hill. 
 
Zeithaml, V.A. & Bitner, M.J.  2000.  Services marketing: Integrating customer 
focus across the firm.  United States of America:  McGraw-Hill. 
 
 
 
 
 
 
 
 
 
 
 
  
ANNEXURE A 
 
64 LOUIS BOTHA CRESCENT 
                                        SUMMERSTRAND 
6001 
PORT ELIZABETH 
1 SEPTEMBER 2005 
 
Dear Sir/Madam 
 
The attached questionnaire forms part of a research project in completion of an 
M-Tech degree in Marketing at the Nelson Mandela Metropolitan University. The 
purpose of the questionnaire is to find out what you expect from the guest house 
where you stay while on a business trip. 
 
The questionnaire will only take five minutes to complete. Please note that all 
persons will remain anonymous and that we are only interested in what you 
expect from a guest house in general. 
 
It will be greatly appreciated if you would complete the questionnaire, as your 
opinion can help improve the service of South African guest houses. 
 
Yours sincerely 
 
Yi Wang 
0721121098 
 
 
 
 
 
  
 
SECTION A:  BUSINESS TRAVELLERS’ PERCEPTIONS OF ATTRIBUTES OF 
  GUEST HOUSES 
Please indicate the importance of each of the items below, as they apply to your 
expectations of a guest house while on a business trip. 
Note that 1=totally unimportant, 4=neutral, 7= extremely important. 
     ID 
                                                     
   Totally       Extremely 
unimportant    important 
1 Friendliness of front desk staff 1 2 3 4 5 6 7 
2 Efficiency of front desk staff 1 2 3 4 5 6 7 
3 Efficiency of room service 1 2 3 4 5 6 7 
4 Ability of staff in dealing with guests’ requests 1 2 3 4 5 6 7 
5 Staff communication skills 1 2 3 4 5 6 7 
6 Enthusiasm of staff 1 2 3 4 5 6 7 
7 Professionalism of staff 1 2 3 4 5 6 7 
8 Efficiency in check-in/out 1 2 3 4 5 6 7 
9 Sympathetic handling of complaints 1 2 3 4 5 6 7 
10 Friendliness and courtesy of staff 1 2 3 4 5 6 7 
11 Commitment of staff to pass guests’ needs onto other staff 1 2 3 4 5 6 7 
12 Recruiting and selection of staff 1 2 3 4 5 6 7 
13 Training of staff 1 2 3 4 5 6 7 
14 Role of guest in the successful service delivery  1 2 3 4 5 6 7 
15 Accuracy and reliability of information provided to guests 1 2 3 4 5 6 7 
16 Staff performing services adequately the first time 1 2 3 4 5 6 7 
17 User-friendly reservation system 1 2 3 4 5 6 7 
18 Quick check-in and check-out 1 2 3 4 5 6 7 
19 Confidence of staff 1 2 3 4 5 6 7 
20 Reliable message service 1 2 3 4 5 6 7 
21 Reliable wake-up service 1 2 3 4 5 6 7 
22 Variety of services offered 1 2 3 4 5 6 7 
23 Service punctuality  1 2 3 4 5 6 7 
24 Efficient handling of complaints 1 2 3 4 5 6 7 
25 Quick response to guests’ problems 1 2 3 4 5 6 7 
26 Convenient location 1 2 3 4 5 6 7 
27 Availability of secure parking 1 2 3 4 5 6 7 
28 Attractive décor, furnishings of room/lobby 1 2 3 4 5 6 7 
29 Home-away-from home atmosphere 1 2 3 4 5 6 7 
30 Cleanliness of room 1 2 3 4 5 6 7 
31 Security and safety of room 1 2 3 4 5 6 7 
32 Good soundproofing between bedrooms 1 2 3 4 5 6 7 
33 Neat appearance of staff 1 2 3 4 5 6 7 
34 Comfortable mattress and pillow 1 2 3 4 5 6 7 
35 Availability of self-catering facilities 1 2 3 4 5 6 7 
36 Availability of dining-room facilities 1 2 3 4 5 6 7 
37 Availability of business center facilities in the room 1 2 3 4 5 6 7 
38 Availability of business facilities on the premises 1 2 3 4 5 6 7 
39 Place to meet for discussion with colleagues 1 2 3 4 5 6 7 
40 Quality of bathroom and shower facilities 1 2 3 4 5 6 7 
41 Up-to-date and modern amenities 1 2 3 4 5 6 7 
42 Reasonable room rate/value for money 1 2 3 4 5 6 7 
 
SECTION B:  DEMOGRAPHICS 
 
43 Gender 1. Female 2. Male 
44 Age 1. Younger than 30 2. 30-50 3. 51 or older 
45 Position 1. Top management 2. Middle management 3. Lower management 
46 On average, how many nights per year do you stay at guest 
houses while on business trips?  
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
ANNEXURE B 
 
64 LOUIS BOTHA CRESCENT 
                                        SUMMERSTRAND 
6001 
PORT ELIZABETH 
1 SEPTEMBER 2005 
 
Dear Sir/Madam 
 
The attached questionnaire forms part of a research project in completion of an 
M-Tech degree in Marketing at the Nelson Mandela Metropolitan University. The 
purpose of the questionnaire is to determine what guest house owners/managers 
think their guests require from a guest house while on a business trip. 
 
The questionnaire will only take about five minutes to complete. Please note that 
all persons and guest houses will remain anonymous and that we are only 
interested in what you think the needs of business travellers are. 
 
It will be greatly appreciated if you would complete the questionnaire, as your 
opinion would help to better understand the accommodation needs of business 
travellers. I will collect the completed questionnaire on            . 
 
Yours sincerely 
 
Yi Wang 
0721121098 
 
 
 
 
  
SECTION A: GUEST HOUSE OWNERS’ PERCEPTIONS OF WHAT BUSINESS  
TRAVELLERS EXPECT FROM THEIR ACCOMMODATION 
 
Please indicate how important each of the following is to a business traveller. Note that 
1=totally unimportant, 4=neutral, 7= extremely important. 
     ID 
 
   Totally       Extremely 
unimportant    important 
1 Friendliness of front desk staff 1 2 3 4 5 6 7 
2 Efficiency of front desk staff 1 2 3 4 5 6 7 
3 Efficiency of room service 1 2 3 4 5 6 7 
4 Ability of staff in dealing with guests’ requests 1 2 3 4 5 6 7 
5 Staff communication skills 1 2 3 4 5 6 7 
6 Enthusiasm of staff 1 2 3 4 5 6 7 
7 Professionalism of staff 1 2 3 4 5 6 7 
8 Efficiency in check-in/out 1 2 3 4 5 6 7 
9 Sympathetic handling of complaints 1 2 3 4 5 6 7 
10 Friendliness and courtesy of staff 1 2 3 4 5 6 7 
11 Commitment of staff to pass guests’ needs onto other staff 1 2 3 4 5 6 7 
12 Recruiting and selection of staff 1 2 3 4 5 6 7 
13 Training of staff 1 2 3 4 5 6 7 
14 Role of guest in the successful service delivery  1 2 3 4 5 6 7 
15 Accuracy and reliability of information provided to guests 1 2 3 4 5 6 7 
16 Staff performing services adequately the first time 1 2 3 4 5 6 7 
17 User-friendly reservation system 1 2 3 4 5 6 7 
18 Quick check-in and check-out 1 2 3 4 5 6 7 
19 Confidence of staff 1 2 3 4 5 6 7 
20 Reliable message service 1 2 3 4 5 6 7 
21 Reliable wake-up service 1 2 3 4 5 6 7 
22 Variety of services offered 1 2 3 4 5 6 7 
23 Service punctuality  1 2 3 4 5 6 7 
24 Efficient handling of complaints 1 2 3 4 5 6 7 
25 Quick response to guests’ problems 1 2 3 4 5 6 7 
26 Convenient location 1 2 3 4 5 6 7 
27 Availability of secure parking 1 2 3 4 5 6 7 
28 Attractive décor, furnishings of room/lobby 1 2 3 4 5 6 7 
29 Home-away-from home atmosphere 1 2 3 4 5 6 7 
30 Cleanliness of room 1 2 3 4 5 6 7 
31 Security and safety of room 1 2 3 4 5 6 7 
32 Good soundproofing between bedrooms 1 2 3 4 5 6 7 
33 Neat appearance of staff 1 2 3 4 5 6 7 
34 Comfortable mattress and pillow 1 2 3 4 5 6 7 
35 Availability of self-catering facilities 1 2 3 4 5 6 7 
36 Availability of dining-room facilities 1 2 3 4 5 6 7 
37 Availability of business center facilities in the room 1 2 3 4 5 6 7 
38 Availability of business facilities on the premises 1 2 3 4 5 6 7 
39 Place to meet for discussion with colleagues 1 2 3 4 5 6 7 
40 Quality of bathroom and shower facilities 1 2 3 4 5 6 7 
41 Up-to-date and modern amenities 1 2 3 4 5 6 7 
42 Reasonable room rate/value for money 1 2 3 4 5 6 7 
SECTION B:  DEMOGRAPHICS 
 
43 How long have you been managing a guest house?  
44 On average, how many business travellers do you 
accommodate per month?  
 
Not graded 1 2 3 4 45 What is the grading of your guest house? (star) 
Other 
1. Yes 2. No 46 Do you think that male and female business travellers 
have different expectations of a guest house? 
If yes, please list these differences. 
 
1. Yes 2. No 47 Do you think that the level of management (top/middle/ 
lower) influence the expectations of a business traveller? 
If yes, please explain 
 
1. Yes 2. No 48 Do you think that the degree of age influence the 
expectations of a business traveller? 
If yes, please explain 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
ANNEXURE C 
 
COMPARISON OF FACTORS AND DIMENSIONS BASED ON 
RESPONDENT GROUP 
 
43.169 1 43.169 39.328 .000
381.989 348 1.098
425.158 349
11.171 1 11.171 10.205 .002
380.972 348 1.095
392.144 349
26.011 1 26.011 25.486 .000
355.161 348 1.021
381.172 349
32.273 1 32.273 28.455 .000
394.691 348 1.134
426.964 349
34.522 1 34.522 29.600 .000
405.867 348 1.166
440.389 349
34.202 1 34.202 22.722 .000
523.831 348 1.505
558.033 349
28.934 1 28.934 24.667 .000
408.209 348 1.173
437.144 349
38.555 1 38.555 37.429 .000
358.470 348 1.030
397.025 349
33.388 1 33.388 36.471 .000
318.585 348 .915
351.973 349
21.226 1 21.226 27.348 .000
270.098 348 .776
291.324 349
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
FACTOR1
FACTOR2
FACTOR3
FACTOR4
FACTOR5
FACTOR6
FACTOR7
DIM_PEOP
DIM_PROC
DIM_PHYS
Sum of
Squares df Mean Square F Sig.
 
 Note: p is smaller than 0.05. 
 
  
ANNEXURE D 
 
COMPARISON OF FACTORS AND DIMENSIONS BASED ON GENDER OF 
BUSINESS TRAVELLERS 
 
ANOVA
1.124 1 1.124 .916 .339
365.736 298 1.227
366.860 299
2.167 1 2.167 1.873 .172
344.805 298 1.157
346.972 299
2.107 1 2.107 1.834 .177
342.460 298 1.149
344.567 299
.853 1 .853 .718 .397
353.940 298 1.188
354.793 299
.175 1 .175 .137 .711
380.965 298 1.278
381.141 299
1.001 1 1.001 .635 .426
470.110 298 1.578
471.111 299
.141 1 .141 .109 .742
386.568 298 1.297
386.709 299
.001 1 .001 .001 .978
335.547 298 1.126
335.547 299
.064 1 .064 .065 .799
294.068 298 .987
294.131 299
.017 1 .017 .020 .887
255.371 298 .857
255.389 299
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
FACTOR1
FACTOR2
FACTOR3
FACTOR4
FACTOR5
FACTOR6
FACTOR7
DIM_PEOP
DIM_PROC
DIM_PHYS
Sum of
Squares df Mean Square F Sig.
 
 Note: p is smaller than 0.05. 
 
  
ANNEXURE E 
 
COMPARISON OF FACTORS AND DIMENSIONS BASED ON MANAGERIAL 
POSITION OF BUSINESS TRAVELLERS 
 
ANOVA
1.340 2 .670 .544 .581
365.521 297 1.231
366.860 299
1.823 2 .912 .784 .457
345.149 297 1.162
346.972 299
3.926 2 1.963 1.711 .182
340.641 297 1.147
344.567 299
.003 2 .001 .001 .999
354.790 297 1.195
354.793 299
4.701 2 2.350 1.854 .158
376.440 297 1.267
381.141 299
5.245 2 2.622 1.672 .190
465.866 297 1.569
471.111 299
.750 2 .375 .289 .749
385.959 297 1.300
386.709 299
1.338 2 .669 .595 .552
334.209 297 1.125
335.547 299
1.224 2 .612 .620 .538
292.907 297 .986
294.131 299
.486 2 .243 .283 .754
254.903 297 .858
255.389 299
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
FACTOR1
FACTOR2
FACTOR3
FACTOR4
FACTOR5
FACTOR6
FACTOR7
DIM_PEOP
DIM_PROC
DIM_PHYS
Sum of
Squares df Mean Square F Sig.
 
 Note: p is smaller than 0.05. 
 
  
ANNEXURE F 
 
COMPARISON OF FACTORS AND DIMENSIONS BASED ON NIGHTS 
BUSINESS TRAVELLERS STAYED AT GUEST HOUSES  
 
ANOVA
.009 1 .009 .008 .930
366.851 298 1.231
366.860 299
.007 1 .007 .006 .938
346.965 298 1.164
346.972 299
.556 1 .556 .482 .488
344.011 298 1.154
344.567 299
.059 1 .059 .050 .824
354.734 298 1.190
354.793 299
.820 1 .820 .642 .424
380.321 298 1.276
381.141 299
.185 1 .185 .117 .733
470.926 298 1.580
471.111 299
.341 1 .341 .263 .608
386.368 298 1.297
386.709 299
.028 1 .028 .025 .876
335.520 298 1.126
335.547 299
.330 1 .330 .335 .563
293.801 298 .986
294.131 299
.222 1 .222 .259 .611
255.167 298 .856
255.389 299
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
FACTOR1
FACTOR2
FACTOR3
FACTOR4
FACTOR5
FACTOR6
FACTOR7
DIM_PEOP
DIM_PROC
DIM_PHYS
Sum of
Squares df Mean Square F Sig.
 
 Note: p is smaller than 0.05. 
 
  
ANNEXURE G 
 
COMPARISON OF FACTORS AND DIMENSIONS BASED ON GUEST HOUSE 
GRADING 
 
ANOVA
.041 1 .041 .130 .720
15.087 48 .314
15.128 49
2.890 1 2.890 4.459 .040
31.110 48 .648
34.000 49
.000 1 .000 .001 .981
10.594 48 .221
10.594 49
1.123 1 1.123 1.390 .244
38.775 48 .808
39.898 49
.000 1 .000 .001 .978
24.726 48 .515
24.726 49
.019 1 .019 .017 .897
52.701 48 1.098
52.720 49
.081 1 .081 .182 .672
21.419 48 .446
21.500 49
.001 1 .001 .002 .963
22.922 48 .478
22.923 49
.291 1 .291 .579 .450
24.162 48 .503
24.454 49
.219 1 .219 .725 .399
14.490 48 .302
14.709 49
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
FACTOR1
FACTOR2
FACTOR3
FACTOR4
FACTOR5
FACTOR6
FACTOR7
DIM_PEOP
DIM_PROC
DIM_PHYS
Sum of
Squares df Mean Square F Sig.
 
 Note: p is smaller than 0.05. 
 
 
